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KON-ITE 


SPLIT-PROOF 





Figure it any way you like -- past performance, form, 
heredity, or just on looks--the NEW KON-ITE STRAPS 
are a sure thing to lead all the way. 

No other watch straps offer all these quality features: 


% MOLDED LUG ENDS that never wear out, never bind, can- 
not corrode. Made in all standard widths. 


% MOLDED BUCKLES AND KEEPERS eliminate all metal-to- 


leather contact. Time tried and proven. 


%& SPLIT-PROOF TIPS made of one continuous piece of leather 


(patented) cannot separate or fray. 


% DIE-FORMED LEATHER TUBING, smooth all-around, with no 
exposed stitching or rough edges. 


% TOP GRADE LEATHERS, all bark-tanned or vegetable- 


tanned. No chrome leathers used in Kon-ite straps. 





FREE WATCH STRAPS FOR YOUR SALESMEN TO WEAR. 


One strap FREE with every order for card of 6 straps; 


Six straps FREE with 30-strap display-case assortment. 
Fill out, attach to your letterhead, and mail to 
A. SAUER & CO., 439 RACE STREET, CINCINNATI, OHIO 
[J Cards of 6 Straps, assorted colors and sizes, @ $2.50 per Card. 
[| Display-Case containing 30 assorted Straps, @ $12.50 complete. 
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SPEAKING OF TH 


WEDDING ring so tiny that 
there are no seales delicate 
enough to accurately weigh it was 
presented by a Los Angeles jeweler 
to Mrs. Katherine Nugent, after 
hearing of her unusual hobby. This 
Los Angeles housewife dresses fleas 
asa hobby! And the ring—less than 
one-eighth of a grain of gold—was 
used in a miniature wedding scene 
which was filmed as a novelty by a 
newsreel company. 

Mrs. Nugent’s 
dates back several years 


strange hobby 


ago to the 


Q 


time she sat in her cottage one eve- 








ning sympathizing with her Peki- 
nese as he scratched. No matter how 
many baths she gave him, this prob- 
lem was always with Hi-Chi. It 
made Mrs. Nugent think of the time 
she tried running an amusement con- 
cession in her home town of Atlanta, 
Ga. As chief had 


hired a flea circus. idea 


attraction, she 
Then an 
came to her. Why not try to dress a 
flea? 

Since that evening she has spent 
many hours at what has proved to be 
a fascinating pastime. Using sur- 
gical tweezers and manicure scissors, 
she has outfitted dozens of fleas in 
peasant costumes, modern fashions, 
and even a miniature Mae West num- 
ber. 

For the Mrs. 


structed a little church. A “wedding 


film, Nugent con- 


party” was dressed and arranged on 
the steps of the miniature cathedral. 
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JEWELRY TRADE 


Small cardboard bases were glued 
to a fragment of each costume, so 
that the fleas could not jump en- 
tirely out of bounds. 

The groom had a top hat, and the 
bride a flowing wedding veil. There 
was even a ring bearer, holding a 
which rested the 


satin cushion on 


tiny wedding ring. 
© © 


CLEVER use for the new and 
- popular lapel spoons has been 
developed by A. G. Moser, of A. G. 
Moser & Son, Atlanta jewelers. 
When Mr. Moser is making a sale 
of sterling flatware, he offers one of 
these lapel spoons as a “premium” 
for beginning a silverware set. 
Many a time when a customer has 
just about selected her pattern and 
is on the verge of making up her 
mind to purchase the initial knife, 
fork and spoon for a set, this little 
lapel spoon is enough to turn the 
tide. 
least. And, what is more to the point, 


It is appropriate, to say the 
it is effective. 
© © 


A SERIES of articles published 
in Tue Jewevers’ Circurar- 
Keystone during the last year or 
so demonstrated again and again that 

the 


jewelry store is not only profitable 


selling costume jewelry in 
in itself but is a splendid feeder for 
bigger, more profitable sales. 

A recent sales experience in the 
I.eon Schwartz store, at Yonkers, 
N. Y., is a striking illustration of 
the latter point. 


A woman purchased an 8 rhine- 
] 


Jewelers 
lircular. 
ey stone 
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stone clip and returned several days 
later to buy “something better — 
around $100.” Mr. 
tained a selection of six diamond and 


Schwartz ob- 
platinum brooches, ranging in price 
from $100 to $560. 
In developing the second, and 
vastly larger, sale, Mr. Schwartz 
turned his customer’s admiration for 
the design and proportions of the 
rhinestone clip to advantage, for it 
happened by coincidence that one of 
the had 
about the same inex- 


diamond - platinum clips 


motif as the 
pensive article originally selected. 
Result: sale of the $560 pin—a 6900 
per cent build-up over the costume 
jewelry pin that generated the major 
sale. 


© © 


HE rest of the world still seems 
to think of America in terms of 
James Fenimore Cooper’s novels of 
early frontier life, brought up-to- 
date by President Roosevelt’s pro- 


“Te won't be long now -- 








nouncement about one-third of the 
people being “ill-fed, ill-housed, ill- 
clothed.” 

Anyway, a nation as like our own 
of South Africa has 


some peculiar misconceptions about 


as the Union 
ways of life on the North American 
continent, judging from a story about 
the House of Jewels, published in a 
recent issue of The Diamond News, 
of Kimberley. 

After remarking that millions of 
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people in the United States live in 
isolated small farms, The Diamond 
News compared this type of Worlds’ 
Fair visitor to “simple, quiet folks 
like peasants in other countries to 
whom the doings and customs of city 
people are quite unknown.” 

But here’s the South African jour- 
nal’s most remarkable speculation 
concerning — the American 
yoemanry, who, it may be assumed, 
made their way to the New York 
World’s Fair partly by ox-cart, then 
down the Hudson by canoe: 

“Probably many of the visitors 
had never seen a diamond in their 
lives before. They live and learn.” 


© © 


rustic 


66 HE public is still unfamiliar 

with precious metals, and is 
interested in the different values, 
merits and uses of them,” says R. O. 
Besse, Jr., Gulfport, Miss., jeweler, 
who has helped increase his sales of 
jewelry during the last five vears by 
displaying merchandise according to 
the metal of which it is made. 

For instance, a permanent sign 
“Platinum” identifies a small glass 
floorcase which contains 70 platinum 
bridal rings. The background and 
lining of the case is dove-gray velvet, 
with chromium trim around the edges 


of each ring tray, to reflect the soft 
tone of the platinum mountings. 

Next to this is the “gold” case— 
a similarly-sized floorcase, with a 
sign announcing the “Gold” theme. 
Karat gold rings, necklaces, brooches, 
etc., in the better-pulling lines of 
jewelry are shown here. The velvet 
trays and case lining are in soft 
champagne velvet color, with bur- 
nished gold trim on the tray edges 
and elsewhere. 

Third, silver is given the same 
type of additional curiosity and eye 
appeal with a case containing ster- 
ling silver jewelry items with the 
same arrangement played up. Ster- 
ling rings and costume pieces are 
thus differentiated from platinum in 
a way the store visitor can easily 
understand. Case lining here is a 
richer gray velvet, with silver in un- 
polished luster along the interior 
edges. Chief benefit of this labeling, 
according to the management, is the 
fact that it offers every visitor to 
the store opportunity to find each 
precious metal, and to give herself a 
short education in them. The plati- 
num case, for example, has been the 
centerpiece for hundreds of ques- 
tions, and in many instances, has 
been used to switch ring buyers from 
silver to platinum. 

















"Her pearls are bigger! Could you put these back in the 
oyster a while?” 
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‘6W’D better take out that old win- 
dow display! It’s been there 
ever since 9 this morning!” 

Frank Pitt sometimes talks this 
way about noon in his Tucson, Ari- 
zona, jewelry Then at 4 
o'clock in the afternoon he may re- 
place the display that was installed 


store. 


at noon. 

At any rate, Pitt’s show windows 
are completely changed once every 
day, and least minor 
alterations several times in addition. 

“The idea of changing windows 
several times a day,” Pitt explains, 
“might seem silly at first thought. 
But in a small or medium-sized town 


receive at 


the same people are likely to pass 
your windows three or four times 
daily. 

“And if they see new merchandise 
sach time, they’re going to pay atten- 
tion in a way they'd never do other- 
wise. Plenty of my customers say 
they never come near our windows 
without seeing something new and 
different.” 


© © 


WM abdowe away from stereo- 
typed bride-month merchandis- 
ing will always pay results if the 
jeweler will remember all angles of 
bridal jewelry, according to Bohm- 
Allen Jewelry Co., of Denver, Colo. 
Instead of stopping with rings, sil- 
verware and ordinary jewelry, this 
firm goes still farther with an un- 
usual display staged in the fertile 
months of June and July. 

Included in the display, which has 
a white-lace and bridal veil back- 
ground, are bridesmaids’ presents, 
wedding wedding present 
suggestions for wedding guests, 
mementoes — everything which has 
any connection with the wedding. 


favors, 


© © 


HERE’S a gleam and glitter to 

the sidewalk in front of the 
jewelry store of Weistield & Gold- 
berg on Pike St., Seattle, Wash. 
Under sunlight, or when store lights 
from windows are turned on, the side- 
walk rhinestones or 
flashes like a sapphire sea. 

There is, too, some resemblance 
to sequins. But upon close examina- 
tion this sidewalk that makes, every- 
one think of jewels is formed from 
bits of glass, tiny flakes that flash 
and flicker, encrusted in the cement. 


shines _ like 
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Where We Stand on the Jewelry Tax Question 


ECAUSE some difference of opinion seems to have 

arisen within the jewelry industry as to the best 
method of applying the tax which the U. S. Treasury 
has suggested be placed on jewelry, JEweLERS’ Circu- 
LaAr-KEysToNE is making this formal statement of its 
views on this subject. 

First of all, no tax should be levied which discrimi- 
nates unfairly against jewelry in comparison with other 
industries with which it must compete for the consumer 
dollar. 

Jewelers are patriotic Americans who are not only 
willing but anxious to do their part in meeting the pres- 
ent emergency, but they would be superhuman if they 
did not also feel that they should not be called upon to 
carry more than their just share of the burden, nor be 
placed at a disadvantage with competitive products. 

Second, if a tax upon jewelry proves necessary, it 
should be assessed in such a way as to create the least 
obstacle to consumer purchasing. The tax must be such 
as to raise the price of jewelry by as little as possible 
while providing the necessary revenue, and must also 
avoid creating psychological sales resistance in the mind 
of the consumer. 

Third, the tax should be levied in such a way that it 
will be equally fair to everyone within the trade—manu- 
facturer, importer, wholesaler or retailer—large or small 
—cash or credit. It must not give anyone a competitive 
edge over the other fellow, nor permit avoidance or 
evasion by the unscrupulous. 

It is the opinion of this journal, after hearing and 
thoroughly considering from every angle all of the argu- 
ments that have been advanced on every suggestion so 
far presented, that these requirements are best met by a 
tax at a low rate at the point of final sale of the article 
to the consumer with no exemptions whatever. 

The terms ‘manufacturers’ tax” and “‘retail tax” which 
have been used for the sake of brevity to describe the 
two proposals that have been offered have somewhat 
confused the issue, we believe, in the minds of those 
who have not fully thought the matter through. At first 
glance, those expressions seem to suggest that the first 
would come out of the pocket of the manufacturer or im- 
porter, while the second would have to be borne by the 
retailer out of his own margin. 

Actually, of course, neither is the case. Both terms 
merely indicate the point in the chain of distribution at 
which the government would collect the tax. The man 
from whom the tax collector gets it will simply add the 
amount of the tax to the price of the merchandise and 
pass it along. 

This is not a matter of choice—it’s sheer necessity. 
With few if any exceptions, no manufacturer, wholesaler 
or retailer is at present making a large enough net profit 
on his sales to cover any rate of tax that has been sug- 
gested. Obviously, you can’t pay a tax of 10 per cent, 
or even of 5 per cent, on your sales out of a net profit 
of 2 or 3 per cent, and that is about the average for the 
jewelry trade. 
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Let’s not kid ourselves—the only way a tax on jewelry 
can be paid is by adding it to the price of the goods. At 
whatever point the tax is collected, the only man who 
will pay it is the consumer—no one else can. 

Obviously, the less we have to raise prices the less it 
will tend to reduce the buying of jewelry. 

Now, prices charged by wholesaler and retailer are 
computed by adding a certain percentage to the price 
which they pay. Therefore, price increases by the manu- 
facturer (and such increases would be inevitable if the 
tax is collected from him) raise the final price to the 
consumer by more than the amount of the tax, because 
of the necessary additions of the wholesalers’ and re- 
tailers’ percentages to the original cost, which includes 
the tax. 

On the other hand, a tax on the retail sale price raises 
the price by only the amount of the tax, and therefore 
provides the same revenue with less price increase. 

It has been suggested that a sales tax, charged as a 
separate item, creates more opposition by the consumer 
than an equivalent increase in the price itself. This ob- 
jection can be easily met by a provision permitting the 
retailer to include the tax in his price tag if he chooses, 
instead of showing it separately. 

It has also been suggested that a tax at the point of 
retail sale would be more difficult to collect because of 
the much larger number of retailers. This, however, does 
not seem very convincing in view of the fact that many 
states are successfully collecting sales taxes from every 
retail outlet within their borders—whose numbers in 
many cases are far larger than the number of stores in 
the entire country that handle jewelry, even including 
the department stores, specialty shops and so on, about 
which so much has been said. 

Someone has said that this tax might permit evasion 
by retailing wholesalers, catalog houses and so on. This 
likewise is easily disposed of by a simple check-up on the 
sales of manufacturers and wholesalers by the revenue 
bureau. In fact, the nuisance of a tax on retail sales un- 
der such a procedure might easily prove a strong deter- 
rent to trade diversion. 

Finally, a tax on retailers’ purchases (which is what a 
tax on manufacturers’ sales amounts to) would have two 
bad effects on the retail store. First, because it would 
mean that the retailer has to prepay the tax and carry it 
till he actually sells the goods, it would be an induce- 
ment for retailers to postpone purchases until stocks 
were depleted to a point where they would be losing busi- 
ness. Second, it would mean that the retailer would be 
left holding the bag on tax-paid items when the tax is 
repealed. 

We have touched on only a few of the high spots. To 
discuss all the arguments in detail would take many 
pages like this one, but all point to the same conclusion. 

From every point of view, we believe that a low rate 
of tax levied on the retail sale price is the soundest eco- 
nomically—the least burdensome to business—and the 
fairest to all concerned. 
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ewelry 
n the Air 


—and off the trays! 


by OTIS R. TYSON 








new radio advertisers can feel their way 
with daytime *spots”’ at $3 to 86 each; 
locally-sponsored news broadeasts 


have soared to 22 per cent in popularity 


ADIO advertising has reached a high place in the 
nation-wide sales promotion plans of hundreds of 
American manufacturers. But how far has it progressed 
in the sales promotion plans of the retailing fraternity— 
with the average jewelry store owner specifically in 
mind? Is radio advertising worthwhile for him? 

The answer, based on a fairly comprehensive cross- 
section survey, is, broadly speaking, yes—but it all de- 
pends... 

Radio advertising has taken several well defined forms 
that are now soundly established, notably quarter- and 
half-hour programs of various types, and spot (between 
programs) announcements. Because the latter have been 
used with considerable success by jewelers, large and 
small, let’s talk about them first, starting with the amaz- 
ing experience of Dr. Kenega, a Toledo, Ohio, optome- 
trist who happens to operate a separate establishment 
instead of a department in a jewelry store as so many 
of his profession do. The principles involved apply to 
both situations alike. 
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Kaufman & Fabry 


With a background experience of 20 years, Dr. Kenega 
opened his Toledo office in 1932. A believer in adver- 
. . e ry’ 
tising, he began at once the use of newspapers. The 
first week he attracted 20 customers. Within a year he 
enjoyed many 40-customer weeks. Then a salesman from 
a local broadcasting station sold him on the idea of us- 
ing radio. He started out by contracting for two spot 
announcements a day. The only announcement used 
read as follows: 

Dr. Kenega, at 623 Adams Street, near Erie, is offer- 
ing genuine Kryptock, invisible bifocal glasses for read- 
ing and distant vision for only $2.50. Examination free 
whether you buy glasses or not. These Kryptock bi- 
focals are well-known Kenega quality and are the deep- 
curve, spherical, first-division convex type. They are 
complete with standard-si-e frames, fitted to your satis- 
faction or your money refunded. 90 days trial. Dr. 
Kenega is a graduate optometrist with 20 years’ prac- 
tical experience in the examination of eyes and the fitting 
of glasses. The address: 623 Adams St., two doors off 
Brie.” 


PERSISTENCY NEEDED WITH SPOT ANNOUNCEMENTS 


Gradually the number of customers served per week 
increased to 70 at the close of the year 1933. In 1934 
he dropped all other advertising media and increased his 
daily schedule of spot announcements. Soon he was 
serving a minimum of 100 people per week, and today 
the average hovers around 150. He has taken on new 
spots until the number of announcements during 1941 
will total 1820, or an average of 35 per week. 

The most intriguing thing about this outstanding 
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achievement is the fact that the 97-word original mes- 
sage has not been changed in all these years—except 
once a year there is a correction made to cover the 
added years’ experience— _from 20 to 21, and so on. This 
consistent use of radio advertising has brought fortune 
to Dr. Kenega—and a certain amount of fame or what 
the business world prefers to call good will. The pub- 
lication Radio Showmanship which included this case 
in a recent monthly review of radio advertising suc- 
cesses, is authority for the statement that “‘you’ll find 
hundreds of citizens in Toledo and Northwest Ohio who 
can recite his message from memory. . . . It has been 
burlesqued by the Junior Bar Association at its annual 
gridiron dinner. . . . It has been thundered in unison by 
Toledo sports fans in baseball and football stadiums. 
It has been the subject of all sorts of conversations 
There is no way to estimate 


remotely related to vision.” 
the value of this word-of-mouth advertising—a no-cost 
by-product of the program that will no doubt continue 
to increase with the years. 


13-WEEK CONTRACT USUALLY THE MINIMUM 


Now, while admitting the impressiveness of Dr. 
Kenega’s success, some experts will contend that he 
would have gotten farther by making frequent changes 
in his radio message. Others will insist that it was a 
mistake to drop the newspapers that had brought him 
some business at least during the first and hardest year 
of his practice, and also that it is not always good busi- 
ness to put all of your advertising eggs in a single media 
basket. 

But all will agree that his experience proved two vital 
points, viz: That, as is the case in any advertising enter- 
prise, it pays to stick to it. Radio advertising contracts 


Many jewelers build 
radio interest around 
the wit and personality 
of a sidewalk _ inter- 
viewer. Here's a highly 
successful program orig- 
inated by Kay Jewelers 
of Jacksonville, Florida. 
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are usually made for a minimum period of 13 weeks. One 
specialist in this form of advertising contended that if 
an advertiser can’t see his way clear to carry on for at 
least 26 weeks he had better not start at all. He further 
suggested that, since announcement spots can be pur- 
chased—during the daytime—for from $3 to $6 each, 
they are ideal for the retailer who wants to feel his way 
along. He said that it is a good idea to start out by using 
less than the number of spots his appropriation permits 
and add others whether or not the results are what he 
hoped they would be, the point being that strength would 
thus be given the already developing momentum. The 
other point proved is that the proposition offered the 
public must be of compelling interest, just as Dr. Kenega’s 
was; one that would merit newspaper advertising, win- 
dow display, counter display, or all three methods. 

The technique of spot announcement writing and the 
selection of suitable spots—avoiding such obvious errors 
as having a weekly installment proposition follow or 
precede a symphony program—need not be a matter of 
concern for the retailer. The broadcasting companies 
stand ready to help. Recognized advertising agencies 
receive a substantial commission for handling radio ad- 
vertising clients so that the latter have no service fee 
to pay. An agency’s major job is the writing of an- 
nouncements, naturally making merchandising and store- 
display tie-in suggestions and supervising programs. 

If the advertiser prefers to write his own spot an- 
nouncements, there are two fundamentals he should keep 
in mind. First, 100 words is the established limit and 
each word should be chosen with great care. Second, 
they should be written as if directed to a single person. 

An extended personal survey of radio advertising done 
by retail jewelers in San Francisco and Oakland, Calif., 

(Please turn to page 76) 
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Simple. Low-Cost Stock Control 


This well-tailored plan spotlights the goods that sell the fastest: 


at the same time it shows up “loafers”? so that the stock 


ean be purged. and fresh cash invested in better-paying merchandise 


by FRED MERISH 


Date 


“ 
fh 
o 


a 


Amount 
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O sell right, you must buy right; to buy right, you 

must have a reliable method of stock control. Yet 
field studies among jewelers show that less than 20 per 
cent of them handle this important problem efficiently, 
although only the most simple, inexpensive controls are 
all that is needed in most stores. 

A simple, inexpensive system of stock control fitted 
to the business is essential to profitable management 
and we offer the basic fundamentals in this article, the 
recommendations based on a study of many existing sys- 
tems and stock-keeping methods where systems did not 
exist. 

We found that most of the stock control headaches are 
due to one of these reasons: (1) The jeweler uses no 
system at all because he assumes that stock control is 
costly and involved, (2) he uses a system badly “tai- 
lored’ to the business, (3) he uses too elaborate a 
system, (4) the system is satisfactory but its operation 
is unsatisfactory. 

The dependable stock control system will comprise 
(a) the recording medium, loose-leaf or card, (b) the 
control medium or forms, (c) the operating routine, 
from the purchase order to sales slip and inventory 
check. For the record and control forms, we recommend 
the use of cards because they are less costly and take 
less time and trouble to handle. Use standard-sized 
filing cards, preferably 5 by 8, and two metal card files 
with locks, one file for “live” cards (active), and the 
other for “dead” cards (inactive). Files should cost only 
about $2 each. 

The forms should contain only essential information. 
We have examined many stock control systems used by 


~ 


These Forms Economize on Book-keeping 


I. This monthly record of sales, stocks on hand and purchases 
can cover three or more years. 


2. This typed or printed card is for daily or weekly recording 
of sales, purchases and balances. 


3B. An alternate card to record similar information about 
precious stones, 
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jewelers and at least half of the forms are too elaborate, 

resulting in expensive upkeep or lax operation. In many 
cases, jewelers who cannot afford extra help find them- 
selves weighted down with an elaborate stock-keeping 
system and soon discard it or handle it half-heartedly. 
Keep form make-up as simple as possible. List only the 
data needed to check the movement of stock through 
your store from receipt to sale. Purchase orders, invoices 
and other records are available if any auxiliary informa- 
tion, such as the name of the supplier, is needed. Why 
clutter up stock control cards with useless data? Form 
No. 1, shown with this article, is a compact control 
medium and can be made up to cover a long period of 
time, even more than three years. This form should be 
printed. Form No. 2 is a simpler form that could be 
typed on cards. Printed forms are neater and save time. 
Forms No. 3 and No. 4 may be used for precious stones 
and watches. 

Some jewelers advocate departmentalizing. This is a 
good idea in the physical set-up of stock but is not abso- 
lutely necessary in the arrangement of stock control 
cards, except in larger stores. However, if you prefer 
card departmentalizing, that is all right but it may in- 
crease operating routine somewhat. Some jewelers code 
stock-keeping records—‘‘Dept. A” for precious stones, 
“Dept. B” for watches, “C” for rings, “D” for sterling 
flatware, etc. Records for precious stones and watches 
may be kept in a loose-leaf binder, the gems and watches 
given consecutive numbers, so that it is easy to look up a 
sale any year and these sales are also indexed by cus- 
tomer name, alphabetically. Obviously, this makes extra 
work and unless the jeweler finds it essential, he can rely 
entirely on stock control cards. Try to keep the system 
as uniform as possible. Operating it half loose-leaf and 
partly card increases operating expense. Jewelers who 
use the dual system on precious stones and expensive 
jewelry items usually have large organizations where 
there are so many transactions that memory or personal 
contact are of little avail. But, the average jeweler in 
close touch with all that goes on need not keep such an 
elaborate system. 

The main thing is—never to fit a business to a system. 
Always fit the system to the business. That, incidentally, 
is another reason why jewelers have trouble with stock 
control forms. A small jeweler will use forms adaptable 
to a big store or a big jeweler will adopt a system that 
is better fitted to a jobbing house, not to the stock-keep- 
ing problems of the retail jeweler; hence, it never works 
out. The forms with this article give you the fundamen- 
tals of form make-up. You can either use the forms “as 
is,” or adjust them to your individual requirements, but 
retain the fundamentals. Recordings on a stock control 
card must disclose facts quickly. Most systems require 
excessive calculation to get the answer. Obviously costly 
and a headache to the jeweler short on clerical help. 

The third essential is operating routine. When you 
start a stock control system take an inventory of each 
item and enter it on its card. Make recordings by hand. 
Write legibly. [legible handwriting brings many stock 
control systems to grief. 

When an item has been discontinued or a card is filled, 
transfer it to a “dead” file. Operation is slowed up if a 
file is cluttered with inactive cards, but don’t destroy 
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A. Card for daily or weekly entry of watches, bought and sold. 


eb. The analysis chart, compiled from the stock control cards, 
will signal directions for buying right and selling right. 


them, because they are valuable statistically. Entries are 
made on the stock control card either daily or weekly— 
preferably daily—from the purchase orders and the 
sales slips or cash register audit tape. If the record is 
kept accurately, each card will show the quantity of that 
item in stock at any time. But no stock control system 
was ever that accurate. For that reason, check the card 
balances periodically against a physical inventory. When 
differences are found, correct the balances on the card to 
agree with the physical inventory. 

Many jewelers have asked us, “If I’ve got to take a 
physical inventory anyhow, what’s the use of keeping 
stock control cards?” This is one of the most common 
misunderstandings about stock control. A stock control 
system is not an inventory. An inventory gives the total 
value of stock in dollars at a specified time. A stock con- 
trol system shows the sales movement of each individual 
item. The inventory is a financial figure for use on the 
balance sheet. Stock control is an aid to operating man- 
agement, supplying the data needed to do business most 
profitably—such as information regarding slow-sellers, 
the turn per item, season or month, to use as a guide in 
buying right, selling right and keeping markdowns at 
minimum. (Please turn to page 77) 
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Summer entertaining needs new table accessories 


Themes for Summer Windows 


OMES summer .. . and garden-setting weddings . . . lawn parties . . . gay 

entertainments out-of-doors and on spacious porches open to the afternoon 
sun or the cool night air. For social activities like these, the hostess needs fresh, 
clean-lined china, pottery, glass and silver—quite different from the more tradi- 
tional types used for indoor parties the rest of the year. 

Hence the appropriateness of a jeweler’s window display, like the one 
sketched above, in June or July. This interesting design, and the others on these 
pages, are the creations of Ethel Lake, nationally known window display con- 
sultant. 

Paper lanterns are strung from the left side near the glass of the window 
to the back of the ceiling, off-center, then to the right side near the front. Stars, 
planets and moon are fastened to the midnight blue background. Glittering cut- 
outs can be used. Musical notes are either hung from the ceiling, or attached 
to lanterns, plates and on the elevation. Artificial roses stand in front of the 


Light of love dawns in this diamond sunrise 
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elevation, and are supported by it. Loose petals have drifted to the floor, which 
is covered with green cloth to simulate grass. Copy for display card: “Summer 
Entertaining.” 

* s 


Diamonds—symbols of love undying—may be effectively displayed in an 
easy-to-make but spectacular window design like that at the bottom of the opposite 
page. Here the background is painted with horizontal strokes of light colors— 
pink, orange, yellow and pale blue—to suggest dawn. The large ring, its rays 
and two clouds are cut from fine-grade heavy drawing paper or cardboard, pos- 
sibly covered with white velvet, and fastened to the background, rising, like the 
sun, from the horizon. Other clouds lie on the floor. Diamonds and diamond 
rings rest on the clouds, on the elevations, and on the large dise under the eleva- 
tions. Suggested copy to be written on a copy-card: 


“For me the diamond dawns are set 
In rings of beauty.” aul ili rag 


(John Townsend Trowbridge) 
* * 


The Fourth of July this year will mean more than ever to liberty-loving 
Americans, and therefore the Independence Day theme in one or more windows 
will be appropriate during the last of June and the first week of July. 

The window suggested below looks as American as the flag, and with its 
drums for elevations will be especially appropriate for the display of watches 
made and designed in the United States. 

A large square of flag-blue paper or silk and a stripe of red of the same 
material are attached to the background, their lower edges on the same level. 
Another stripe of red extends on the floor close to the background. The star, 
attached to the background, may be cut from cardboard and covered with white 
satin. 

The big fire-crackers, which help pack the Fourth of July wallop into the 
display, are made by rolling stiff red-colored paper, or covering any sort of stiff 
rolled paper with bright red silk. Toy drums, preferably blue, are to be bor- 
rowed from a toy shop or department store, and serve as elevations for clocks and 
watches. 

Copy-card suggestion: “Independence on Your own Time” or “Go ‘Fourth’ 
On Time.” 


Toy drums display watches and clocks in a July 4th design 
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@ "Why Is a Wholesaler?" ponders Howard L. 
Carpenter, recently two-term president of the Na- 
tional Wholesale Jewelers Association. His answer 
—especially timely because of the 34th annual 
NWA convention, June 5 and 6 at the Providence- 
Biltmore Hotel, in Providence, R. I.—is a pungent 
explanation of the whys and wherefores of wholesale 
jewelers. 


@ The part-time Will Rogers of the jewelry industry, 
Carpenter broke into print in 1928 with a booklet, 
"We Do Not Choose to Run," in defense of whole- 
sale jewelers. Other memorable writings followed, 
packed with metaphor and epigram; the latest of 
them, "Minor Prophets," telling the work of the 
Jewelers Board of Trade, which Carpenter heads as 
president. He's also trustee and manager of the 
Albert Walker Co., wholesale jewelers, of Provi- 
dence; has been with that firm 36 years. 


@ The phrase and philosophy of this ten-minute essay 
are capital reading. 


HIS is neither an apology nor an alibi. 

We do not ask you—we tell you. We furnish both 
question and answer. Others take care of production. 
We wangle the distribution. 

Some would-be master of conversational horse-play 
lists the wholesaler’s pedigree like this: 

“Middleman, n.g., Sired by Chiseller, damned by Ulti- 
mate Consumer.” 

Just 100 per cent wrong, like most race follower’s 
tips. 

Middleman is the legitimate offspring of those grand 
performers, Convenience and Efficiency. He has speed, 
stamina and staying power. He has been, and will 
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Is A Wholesaler? 


By HOWARD L. CARPENTER 


continue to be the most consistent performer in_ his 


field. 


What is a wholesaler? 


He is a sort of universal joint. 

Sometimes after stock-taking he admits he has been 
maintaining a universal joint, but we mean that he 
receives from the main shaft and transmits smoothly 
and efficiently in the various required directions. 

Our dictionary says a wholesaler “sells goods in large 
quantities, in the mass, hence without discrimination.” 

It is funny, but we thought that last clause applied 
not to wholesalers as a class, but to our competitors— 
those friendly enemies who can dope out so many cute 
methods of beating our-throw to first base, or stealing 
home while their coach distracts the umpire’s attention. 

We define a wholesaler as an earnest and well-inten- 
tioned member who buys goods in large quantities, (with 
more or less discrimination) from the manufacturer, and 
sells goods and service, (too often with faulty discrim- 
ination) to the retailer, and to the retailer only. 

At present, we might more correctly say he orders 
in large quantities, receives apportionments in lieu of 
full deliveries, and taxes his ingenuity explaining to 
the retailer why so many items are batk-ordered, with- 
out being unduly rough on the manufacturer as the real 
culprit. 


Has the wholesaler a reasonable alibi for existence? 


Is he a blot or an excrescence on the business land- 
scape? Indispensable or unnecessary? A trade bene- 
factor or a racketeer? 

When this writer hitched up with wholesaling, the 
middleman was being shoved around ad libitum. There 
was much careless talk about his elimination. 
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A shoe manufacturer whose name is forgotten, and 
whose business demise probably occurred many years 
ago, had a truck parading our streets carrying a calf, 
and a sign reading “From Me To You,’ implying that 
he (or the calf) had worked distribution down to bed- 
rock. 

If a dumb customer tried to get his shoes directly 
from the calf without any middleman, his biological 
designation should have been changed from a feather- 
less biped to a long-eared quadruped, and the sign made 
to read “I'rom Bovine To Asinine.” 


Eliminate all middlemen and you would cripple modern 
civilization. 

Think it over. Most of us are middlemen. If you 
eliminate one you bump into another, and the question 
is how many you can spare, and how soon will it hit your 
business. , 

It goes back to antiquity. You may reply by messing 
up an old rhyme, and asking: 


“When Adam delved and Eve span, 


Who was then the middleman?” 


The answer is “nobody just then”, but when their 
two sons came along specialization began—and compe- 
tition. One was a herdsman and the other a husband- 
man, and when men began to specialize they began to 
need someone to market their product. That was the 


cue for the middleman’s entrance. 


Thus, the middleman entered way back in the past, 


and will continue long into the future. 


The wholesaler is only one recruit in the army of middle- 


men. 


He did not horn in to steal or destroy. 
in to assist in distribution. 


He was called 


He is not a monkey wrench in the gears, but an essen- 


tial part of the mercantile machine. 


He is neither a saboteur, a grafter nor a chiseller. 
He does certain things because he can do them better 


(Please turn to page 91) 





WEDNESDAY, JUNE 4 
8 P.M.—Meeting of executive committee, Room D. 


THURSDAY, JUNE 5 
9 A.M.—Registration. 


10 A.M.—Convention called to order by President Pattee. 
Welcome, by Frederick A. Ballou, Jr., president, New 
England Mfg. Jewelers & Silversmiths Assn. Annual 
address of the president, Lloyd G. Pattee, S. H. Clausin 
& Co., Inc., Minneapolis. Report of the secretary, 
George A. Fernley, Philadelphia. 





Address and remarks: “The Business Situation,” Archi- 
bald Silverman, Silverman Bros., Providence; “Taxes, Chis- 
elers and People,” G. H. Niemeyer, New York, chairman of 
the Jewelers Vigilance Committee; “The Wholesaler’s Re- 
lations with the Manufacturers,” Arthur P. Care, of E. W. 
Reynolds Co., Los Angeles, chairman of the committee on 
wholesaler - manufacturer relations; “Wholesaler - Retailer 
Relations,’ C. B. Clausin, of S. H. Clausin & Co., Inc., 
Spokane, chairman of the committee on wholesaler-retailer 
relations. 


Appointment of resolutions committee. Announcement of 
members of the nominating committee. General announce- 
ments. Adjournment. 

2 to 3:30 P.M.—Executive session of wholesalers only, 
President Pattee presiding. 

(Note—This period has been set aside for a frank and 
open discussion of the general problems confronting whole- 
salers under present conditions. An opportunity to consider 
individual lines will be provided during the group meetings 
and members are requested to limit themselves during this 
session to subjects of a general nature.) 


Discussion, “What Is the Wholesaler’s Attitude with Re- 
spect to the Furnishing of Monthly or Quarterly Inventory 


N. W. J. 





Program of the N.W..J.A. Convention, in Providence, R. I. 


Records to Their Factories?” led by H. L. Carpenter, of 

the Albert Walker Co., Providence. 

(Note—At the following meetings conditions surround- 
ing the distribution of individual lines will be discussed. 
The chairmanship of the meeting will rotate, according to 
the following, and members should confine their remarks to 
the lines under discussion. ) 

3:30 to 4:15 P.M.—Clocks and Swiss watches. 
field, J. F. Mansfield Clock Co., Ine., 
chairman. 

4:15 to 5 P.M.—Materials and supplies. W. G. Swartchild, 
of Swartchild & Co., Chicago, chairman. 

Evening—Dinner at Pomham Club, as guests of the New 
England Mfg. Jewelers & Silversmiths Assn. 


J. F. Mans- 
New York, 


FRIDAY, JUNE 6 


Conferences on conditions surrounding the distribution of 
individual lines. 
9:15 to 10 A.M.—American watches. J. T. 
of M. A. Mead & Co., Chicago, chairman. 
10 to 10:45 A.M.—Sterling silver and plated ware. Walter 
Mayer, of the Wallenstein-Mayer Co., Cincinnati, 
chairman. 

10:45 to 11:30 A.M.—Diamonds. Harold Alberts, of I. Al- 
berts’ Sons, Inc., Boston, chairman. 

11:30 A.M. to 12:15 P.M.—Jewelry, card goods and rings. 
Charles G. Brown, of Stein & Eilbogen Co., Chicago, 


Montgomery, 


chairman. 
2 P. M.—General meeting. Opening remarks by President 
Pattee. Report of the treasurer, Joseph B. Bechtel, of 


Joseph B. Bechtel & Co., Inc., Philadelphia. General 
discussion of overhead expense figures for 1940. Re- 
port of resolutions committee. Report of nominating 
committee. Election of officers. Induction of new 
officers. Unfinished business. New business. Adjourn- 
ment. 


A. officers are: President, Lloyd G. Pattee, S. H. Clausin & Co., Inc., Minneapolis; vice-presi- 
dents, Arthur P. Care, E. W. Reynolds Co., Los Angeles; Harold Alberts, I. Alberts’ Sons, Inc., Boston; Silas 
B. Reagan, Baldwin-Miller Co., Indianapolis; immediate past president, Arthur E. Manheimer, of Chicago; 
treasurer, Joseph B. Bechtel, Joseph B. Bechtel & Co., Inc., Philadelphia; secretary, George A. Fernley, Phila- 
delphia, and assistant secretary, H. R. Rinehart, Philadelphia. 
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Diamond data from Harper's Bazaar's May issue 


Diamonds—How Big? How Many? 


ITH marriages in most cities setting new records this year, Harper’s 
Bazaar last month investigated the ‘wedding market” with particular 
attention to engagement rings. 

Some of the questions the editors sought to answer were: How many girls are 
engaged each month? How many girls receive a diamond in token of their engage- 
ment? How many get a modest engagement ring selling for $49.75? How many 
are given a priceless diamond worth $100,000 or more? 

Using Tue Jewevers’ Circu_ar-Keystone’s annual bridal survey as the basis 
of the first part of their study, the Harper’s Bazaar editors whipped together 
a smart-as-satin statistical study, and gave it two pages in a prominent part of 
last month’s issue. These pages are reproduced, about one-third actual size, above. 

The paragraph on the right-hand page estimates that over 113,000 girls are 
married each month in the United States, and that over 110,000 girls each month 
receive a small leather case, lined in white satin, with a diamond engagement ring, 








the symbol of eternal love, shining in it. 

The left-hand page shows an ingenious blackboard graph, on which are im- 
posed photographs of ten rings keyed not only for their retail price but also for the 
number of girls who receive them each month. The rings range from a small 
diamond set in gold, costing $49.75, to a huge 22-carat gem, valued at $100,000. 
Every month 55,000 girls get the former type of engagement ring; one girl in 
every five years gets a rare and costly gem like the latter in token of her betrothal. 

Rings priced from $49.75 through $1600 were loaned by J. R. Wood & Sons, 
Inc.; the $3500 emerald-cut diamond ring by Arnstein Bros. & Co.; the $24,000 
round diamond ring and the $65,000 marquise diamond (Please turn to page 79) 
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| The advertising profession says :-- 


ne came me ae 





Longines 


ALBUM No. 1 


of phonograph records of 
selections from 


Che World's Most Honored Musir 
RADIO PROGRAMS 


This beautiful Album with four double- 
faced records (8 selections) played by the 
Longines Symphonette, can be offered by 
Longines-Wittnauer jewelers as a sales 
promotion feature. 















—a revolutionary and unique idea which ties in the 
Longines jeweler with Longines national advertising 
and creates store good will and store traffic. 


Jewelers say these Albums bring into their stores people who have not visited a 
jewelry store in years, but who are still first class prospects; it brings back old 
customers, too; and best of all serves to increase the good will and good name of 
your store in the minds of regular customers. An exclusive feature limited to 
Longines-Wittnauer jeweler agencies. 


LONGINES-WITTNAUER WATCH CoO. INC., 580 Fifth Ave., New York, N. Y. 








UMLEI 


Reg. U. S. Pat. Off 


THE WORLD'S MOST HONORED WATCH 
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ceylonite (see’lon-ite). A dark spinel, 
red brown, greenish black or bluish 
black. Also known as pleonaste. 
Used in mourning jewelry. 

chain-wind. Or chain drive. A col- 
loquial term designating a fuzee 
motive-power plant in a timepiece. 
See FUZEE. 

chalazia (ka-lay’zi-a). An ancient 
name for a rock crystal pebble, 
which was thought to preserve the 
form and coldness of the hailstone, 
even if cast into a fire. 

chalcedony (kal-sed’o-ny). A micro- 
scopically crystalline variety of 
quartz forming in transparent to 
translucent masses; gray, white, 
blue, brown, black, etc. See BLUE 
MOONSTONE; BLUE CHALCEDONY; 
BLUE CHRYSOPRASE; AZURLITE; 
CHRYSOPRASE; AGATE; CARNELIAN; 
SARD; CERAGATE; CORALLINE; CALI- 
FORNIA MOONSTONE. 


chalcedony moonstone. The clearest 


quality of chalcedony. See ORIENTAL 


CHALCEDONY. 
chaleedony patches. 
rubies. 
chalchihuitl (chal’chi-hwee’tl). A 
Mexican term used somewhat in- 
discriminately for any stone which 
has been carved into a decorative 
or useful object. It usually refers 
to jadeite or turquoise, but some- 
times to porphyry or serpentine. 
While no name distinction is made, 
value differences are appreciated, 
with jade the most desirable ma- 
terial. (Also spelled chalchihuite). 
chalice. A cup, usually of gold or 
silver, with a tall slender baluster 
stem to hold the sacramental wine, 
used in celebrating the Eucharist. 
chalk. Carbonate of lime; used in 
block form for cleaning watch 
brushes, and in powdered form 
mixed with alcohol for cleaning 
watches. 
chamber candlestick. A low candle- 
stick with a flat bot- 
tom, a short socket, 
and a ring handle 
on the side. 
champleve (shom’-leh- 
vay”). A process 
adopted by the early 
enamellers in producing plates for 
the foundation of their work. In 
preparing for enamel work depres- 
sions were made in the surface and 
filled with enamel pastes which 
afterwards were fired. See CLOI- 
SONNE. 


Milky patches in 


Chamber Candle- 
stick with Snuffer 


changeant (shahn’jay-an). Labrador- 
ite. 

charcoal. Carbon made by charring 
wood in a closed chamber; used in 
block form by jewelers to support 
work being soldered; and by watch- 
makers to hold steel to heat it for 
hardening. For either purpose, 
charcoal made specially of willow 
wood, is preferable to ordinary fuel 
charcoal. 

charger. A large dish usually of. sil- 
ver, used for carrying the meat to 
the table, in medieval days. Some- 
times made with shallow grooves 
which allowed the gravy to flow 
into a small well. See WELL AND 
TREE PLATTER. 

chariot. See CYLINDER ESCAPEMENT. 

charm. Miniature object with links 
for attachment to a chain bracelet. 
Charms depict flags. drums, vio- 
lins, whistles, bugles, hearts, egg 
beaters, horseshoes and an endless 
variety of other subjects. 

chasing. A highly skilled and ancient 
art of decorating metal with fig- 
ures or ornamental patterns, which 
may be either raised or indented. 
The work is done entirely by hand 
without mechanical aids, the only 
tools used being hand hammers 
and punches of various sizes and 
types. Chasing “flows” the metal 
into the desired decoration and 
thus differs from engraving which 
achieves the ornamentation by 
carving away the metal. See EM- 
BOSSING; REPOUSSE. 

chassis. French term occasionally 
used meaning the framework of a 
watch or clock movement, the 
plates, bridges, cocks, ete., exclud- 
ing the moving parts. 

chatelaine watch. (shatt’e-lane). <A 
small watch for 
women’s wear, suSs- 
pended from a hook 
on an_ ornamental 
pin or brooch. 

chaton (sha-tawn’). Or 
chaton foil, a foil- 
backed glass gem. 

chatoyancy (sha-twah’ 
yan-sy). The single 
line reflection of 
cat’s eye gems. See 
CAT’S EYE; ASTERISM. 

chatoyant malachite (sha-twah-yawn” 
mall’'a-kite). Malachite with a 
cat’s eye effect. A not uncommon 
phenomenon, as the green copper 
carbonate often forms in fibrous 
masses. 


Chatelaine 
Watch 








chatoyant obsidian. A usually gray 
variety of obsidian with parallel 
cavities of inclusions which, when 
properly cut, give a fine cat’s eye, 
Found in loose pebbles in New 
Mexico and probably elsewhere. 

Chaux de Fonds (show’da-fawn”). A 
city in Switzerland, the world’s 
greatest center of the manufacture 
of moderate-priced watches today. 

cheese holder. Device to hold Edam, 
pineapple or other 
globular cheese at 
the table. It has a 
weighted base, and 
three arms' which 
grip the cheese. 
Sometimes equipped 
with a finial to be 
inserted into the top 
of the cheese. 

cheese scoop. Utensil 
with a pointed, 
curved shovel-shaped bowl and a 
handle like that of a dessert spoon, 
for bulk cheeses. 

cheese server. Small knife with double- 
edged spatulate blade or decora- 
tive “carving knife” blade, used for 
cutting and serving cheese. 

cheese set. A _ silver-mounted dish, 
complete with cheese server. 

cheese tasters. These are scoop-end 
implements, usually of silver, 
which date from George II’s day. 
They usually had ivory or wooden 
handles with silver ferrules. 

cheese toasters. These were dishes 
with hot water jackets and some- 
times with spirit lamps and a han- 
dle at the side. The handle un- 
screwed to admit hot water to the 
jacket bottom. 

cheky. Turkish precious metal and 
gemstone weight, 320 grams. 

Chelsea filter (chell’see). See EMERALD 
FILTER. 

cherry opal. Translucent red opal 
produced in Nevada and Mexico. 

chert (churt). A light-colored com- 
pact opaque variety of quartz, 
widely used by the Indians in ar- 
row heads and may be the material 
which is dyed blue for so-called 
Swiss lapis. 

chessylite. Azurite, a European name 
derived from the French copper- 
mining locality, Chessy. 

chesterlite. A light-colored microcline 
feldspar from Chester County, Pa. 
Of no gem significance. 

chevee (shev-ay’). A flat gem with 
a polished concave depression, in 


Cheese Holder 
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Meet 


Jim Sales 


createst LIGHTER 
ART METAL WORKS, INC. 


Dominion Art Metal Works, Offices and Factory: RONSON Products, Ltd., 
Ltd., Toronto, Canada Aronson Sq., Newark, N. J. London, England 


Permanent display rooms: New York: 347 Fifth Ave. - Chicago: 36 South State St. 
Los Angeles: 728 South Flower St. 


TAKE A TIP FROM ME. 

WHEN THAT GUY HELPS YOU, 
YOU'RE SITTING PRETTY. AND 
DOES HE KNOW HIS STUFF! 








A JEWELERS' DICTIONARY 


(From page 60) 


which there may be a raised de- 
sign. See CUVETTE, CURVETTE. 

chevron. 1. A simple form of orna- 
ment consisting of 
short lines joining 
at angles. 2. A 
hallmark of three 
chevrons is stamped 
on many Swiss 
watch cases made 
prior to 1880. 

chiastolite (ki-ast’o-lite). A variety 
of andalusite which forms crystals 
which reveal, when sectioned, a 
light-colored cross or other regular 
design in a black ground mass. 
Synonyms are cross stone, hole 
spar, lapis crucifer, and stealite. 
See ANDALUSITE. 

Chilean lapis. A locality name for a 
type of lapis lazuli characterized 
by a pale color and much matrix. 

chime clock. A striking clock in which 
time periods of less than an hour 
are indicated by melodies played 
on bells or gongs; differentiated 
from striking clocks in that the 
latter indicate time units and frac- 
tions instead of melodies. 

china opal. Common opal resembling 
china in appearance. 

China pearl. A pearl with two drilled 
holes. 

Chinese amber. Usually German 
pressed amber or bakelite; rarely 
does it refer to Burmese amber, 
which might be considered a 
proper usage. See BURMITE. 

Chinese jade. True jade, or jadeite. 

Chinese nephrite. Nephrite jade, as 
distinguished from jadeite jade. 

Chinese tourmaline. In reality, a mis- 
nomer. Carved Chinese tourmaline 
objects are made mostly of Cali- 
fornia tourmaline, or more recently 
of tourmalines from other locali- 
ties, but not from China. 

Chinese turquoise. A recently intro- 
duced artifically colored substance 
made to resemble turquoise. The 
Chinese have also carved much real 
turquoise as well. 

Chinese white. Oxide of zinc; used 
in cake or paste form for coating 
gold, silver, etc., with a white sur- 
face on which engravers draw de- 
signs for engraving. Also used 
by jewelry designers for water- 
color pictures of new designs. 

chips. Diamond cleavage fragments 
of small size, less than one carat. 
Also a common misnomer for 
small-size diamonds. See BLOCS; 
CLEAVAGES. 

chlorastrolite (klor-as’tro-lite). A 
fibrous, light bluish-green variety 
of prehnite, which, when cut, 
shows a cat’s eye effect. Pebbles 
of this material are found on the 
shores of Isle Royale, Lake Su- 
perior, and are sometimes cut as 
gemstones. 

chlorides. Combinations of the ele- 
ment chlorine with other elements. 
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Particularly in the jewelry trade, 
the chlorides of gold, silver, and 
platinum are used as salts for 
making electroplating baths, etc. 

chloromelanite (klor’o-mel’an-ite). 
Essentially identical with jadeite, 
but darker in color, ranging from 
deep green to black. 

chloropal (klor-oh’pal). In correct 
usage, a hydrated silicate of iron 
and not a gem mineral. The name 
has been mentioned erroneously 
in connection with a_ greenish 
common opal from Silesia. See 
CHRYSOPAL. 

chlorophane (klor’o-fane”). A _ vari- 
ety of fluorite which phosphoresces 
green under mild heating. Errone- 
ously used in connection with any 
gem variety, for, though the fluo- 
rite may possess the property, the 
owner of a cut stone is unlikely to 


observe it. Most fluorite phospho- 
resces in this way. 
chlorospinel (klor’o-spinn-ell’’). A 


green spinel, containing copper. 

chloro-utahlite. Variscite. 

chop dish. Circular dish, made of sil- 
ver, about 13 inches in diameter, 
for serving chops or entrees. 

chops—1, On pendulum suspension 
springs, short metal blocks em- 
bracing upper end of spring, to 
rest on pendulum hanger. 2, Parts 
of pendulum hanger on each side 
of the slot in which the suspension 
spring hangs. 

chrome diopside (krom-die-op’side). 
A chromium-bearing diopside, 
bright green in color. Rarely, if 
ever, found in transparent pieces. 

chrome garnet. Uvarovite garnet. 

chrome mica. Fuchsite. 

chrome tourmaline. A dark blue- 
green tourmaline containing 10 per 
cent chromium oxide, but very rare 
and of no gem significance. 

chromite. Chromium oxide, the ore of 
chromium. It is hard and opaque 
black, some stones may have been 
cut for collectors, but its gem use 
is insignificant. 

chromium. An elemental metal used 
for electroplating, principally on 
cheap quality watch cases, brace- 
lets, etc. Chromium is also used 
as an alloy in special steels such 
as stainless steel and is sometimes 











A GLOSSARY OF TRADE TERMS 


This is the seventh installment of a com- 
prehensive dictionary of trade and technical 
terms used in the jewelry industry. Collabo- 
rators include Dr. Frederick H. Pough, as- 
sistant curator of geology and mineralogy, 
American Museum of Natural History; John 
J. Bowman, chairman of the Educational 
Committee of the Horological Institute of 
America, and Joseph D. Little, who for many 
years was prominently identified with the 
silver industry. 








used in dies for manufacturing 
jewelry. Chromium is important 
from a gemological standpoint be- 
cause minor amounts color emer- 
alds green and rubies red. See 
ALLOCHROMATIC, 
chromojadeite 
Tawmanite. 
chronograph (kronn’o-graff). 1. An 
instrument used for recording time 
signals on a paper-covered rotat- 
ing cylinder. 2. A watch with cen- 
ter-seconds hand which may be 


(krome’o-jade" ite), 





Chronograph 


started at zero, stopped to record 
the time of an event, then returned 
to zero by operating a button on 
outside of watch case, besides the 
ordinary hour and minute hands. 
See CENTER SECONDS; SPLIT SEC- 
ONDS. 

chronometer (kroe-nomm’e-ter). 
Broadly speaking, an instrument 
for measuring time; but custom- 
arily used as meaning an accurate 
portable timepiece with detent es- 
capement, beating half seconds, 
and used for navigation or other 
purposes requiring an extremely 
accurate portable timepiece. 

chrysoberyl (kriss”oh-bear’il). An im- 
portant gem mineral, a beryllium 
aluminum oxide. In addition to 
the ordinary yellow-green trans- 
parent gem, best known simply as 
chrysoberyl, there is also a yellow- 
brown golden variety as well as 
the two more valuable gems, alex- 
andrite and cat’s eye. See CEYLON 
CAT’S EYE; SCHILLER CHRYSOLITE; 
CYMOPHANE. 

chrysoberyllus. Misleading name ap- 
plied to green-yellow to wine-yel- 
low beryl. 

chrysocolla (kriss’o-koll’’a). A hy- 
drous silicate of copper, not hard 
enough for use as a gem alone, but 
frequently coloring quartz and 
making an attractive stone. See 
BLUE CHALCEDONY; AZURLITE; etc. 

chrysolite (kriss’oh-lite). A much 
abused word. Chrysolite, properly 
speaking, is a variety of olivine, 
a magnesium iron silicate common 
in igneous rocks and ranging from 
light yellow-green in color through 
brown and gray. Clear gemmy 
crystals are found on St. John’s 
Island in the Red Sea, as well as 
elsewhere, and the cut gem of this 
material is properly known as 
peridot. Its use as a modifier, such 
as chrysolite chrysoberyl, is per- 
missible, but tends to be mislead- 
ing, just a ruby spinel is mislead- 
ing, and is therefore undesirable; 
yellow-green chrysoberyl and red 
spinel are preferable terms. 
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THE GEM OF THE OCEAN 


DEARLS 


And the Gem of Wedding Presents too... 


Priced within the reach of every woman. 


June, the month of Pearls, offers outstanding retail 


sales opportunities. There is an inherent desire on the 





part of all women for that which is beautiful. Nothing 
captivates them more than lovely Pearls and no one can 
serve and satisfy feminine desires to better advantage 


than can the jeweler. 


The glamorous background of MIKIMOTO CULTIVATED 
PEARLS makes them doubly acceptable. They represent 
the perfection of man’s triumph over nature—the actual 


cultivation in the living oyster of beautiful shimmering 


pearls of exquisite lustre and symmetry. . (My 


During this month of Pearls, feature MIKIMOTO 
CULTIVATED PEARLS in your windows, in store dis- 
plays, and in your advertising. Our seal guarantees 
every necklace or bracelet as genuine MIKIMOTO— 
a pledge of quality to you and your customers. 


If a visit to one of our offices is not convenient, we 
invite your inquiry by mail. 





h. MIHIMOTO, Ine. 


630 FIFTH AVENUE 
NEW YORK 


55 E. Washington St. 209 Post St. 
Chicago San Francisco 
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Chrysolite has many other mean- 
ings as well. It has been applied 
to aventurine glass. Bohemian 
chrysolite, pseudochrysolite, false 
chrysolite, and water chrysolite are 
all moldavite; Brazilian chryso- 
lite is chrysoberyl, or tourmaline; 
Oriental chrysolite is corundum or 
chrysoberyl; Ceylon chrysolite is 
tourmaline; Saxon chrysolite is 
precious topaz; Cape Chrysolite 
is prehnite; schiller or opalescent 
chrysolite is chrysoberyl as is 
chrysolite chrysoberyl; aquama- 
rine chrysolite is a yellow-green 
beryl; Siberian chrysolite, or oli- 
vine, or Uralian olivine is deman- 
toid garnet. Evening emerald is 
chrysolite or peridot. See also 
FORSTERITE. 

chrysolithus (kriss’oh-lith’us). Mis- 
leading name for yellow-green 
beryl. 

chrysopal (kriss’-oh-pal). A _ trans- 
lucent, nickel colored green com- 
mon opal, which occurs in Silesia 
with chrysoprase. 

chrysoprase (kriss’oh-praze). A trans- 
lucent apple-green colored variety 
of chalcedony which derives its 
color from a small percentage of 
included hydrous nickel silicate. 

chrysophrase (kriss’oh-fraze). A 
rarely used coined word, proposed 
to designate green dyed chalce- 
dony to distinguish it from the 
natural mineral. See CHRYSOPRASE. 

chrysoquartz (kriss’oh-kwartz). Green 
aventurine quartz. 

chuck. A work-holding device used in 
American - type 
lathes consisting (Ss 
of a steel cylin- 
drical piece with 
slits radiating com 
from a hole to form spring-jaws 
to clamp the work. See COLLET. 

cinnabar (sin’na-bar). The only ore 
of mercury, a red compound of 
mercury and sulphur. It is used 
as coloring material by the Chi- 
nese for their red lacquers. 

cinnabar matrix. A Mexican quartz 
with bright red cinnabar inclu- 
sions. 

cinnamon stone. Hessonite garnet, the 
name being derived from a similar- 
ity in color between the stone and 
cinnamon bark. 

cinnamite. Cinnamon stone. 

cinque-foil (sink’-foil). A figure or 
decoration of five equal segments, 
derived from the leaves of a plant 
of five petals. This design is fre- 
quently seen in ecclesiastical win- 
dows. 

cipher. A monogram, usually of two 
or more letters intertwined or su- 
perimposed, to form a pleasing de- 
sign. See ENGRAVING. 

circle agate. An agate with circular 
stripes. 

circular error. An error in the time- 
keeping of a pendulum due to its 
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varying are of motion, which may 
be minimized by designing escape- 
ments enabling short arcs of pen- 
dulum motion. 

circular pallet. One of the design- 
types of lever escapement pallets, 
in which a circle struck from pal- 
let center passes through the cen- 
ters of lifting faces of both pallet 
stones. This type escapement has 
unequal unlocking resistances on 
the two pallets, but equal lifting 
leverage effects. See EQUIDISTANT 
PALLET. 

circular pitch. A measurement on the 
pitch-circle of a gear wheel or 
pinion; a unit of circular pitch is 
equal to the circumference of the 
circle divided by the number of 
teeth or leaves. See ADDENDUM; 
CENTER-DISTANCE; PITCH-CIRCLE. 

Ciro pearl. Loosely used for any imi- 
tation pearl. 

cistern. A huge bowl for cooling bot- 
tles of wine. Usually made of sil- 
ver-plated ware or silver. 

citrine (sit'rin). A yellow to brown- 
ish variety of quartz. Almost all 
so-called topaz in the trade is ac- 
tually citrine quartz. See BOHEM- 
IAN, COLORADO, OCCIDENTAL, SCOT- 
TISH, SPANISH TOPAZ. 

civil time. Time as told by timepieces 
for other than astronomical uses. 

clamp. Occasionally spelled claw or 


cramp. One of 

the prongs or fin- poe 
gers of metal, # \s 
belonging in a a 


setting for a 
gemstone, with 
its top formed to 
support and hold 
the stone at its Clamp 
edge or girdle. . 

clam pearl. Name usually given pearls 
found in clams and oysters which 
lack the sheen necessary to a pre- 
cious pearl. Also used errone- 
ously for the pearls of the fresh 
water mussel. 

clasp. An attachment used to con- 
nect the two ends of a neck chain 
or similar piece of jewelry. Clasps 
are made in a great variety of 
forms, and types as to fastening 
mechanism; some of them are 
really fine pieces of jewelry, dec- 
orated and set with gems. 

clatersal. Diamond cleavage frag- 
ments suitable only for crushing. 

claw. See CLAMP. 

clean. When used in reference to a 
gem, it means that the stone is 
free from flaws. 

cleaning. Horology. Removal of 
thickened ou, dirt, etc., from watch 
and clock mechanisms, to be fol- 
lowed by fresh oiling. Cleaning 
is made necessary more by evapo- 
ration and thickening of oil, than 
by foreign dirt—a fact it is well 
to emphasize to watchmakers’ cus- 
tomers, who are apt to question 
even a reasonable frequency of 
need for cleaning, if cases are tight 
and exclude dirt. Cleaning is 
done by various processes, using 





either hand brush, or machines jp 
which whirling the watch parts ip 
solutions takes the place of brush. 
ing them in solution. 

clear amber. Transparent amber, 
ranging in color from water 
white, through yellow, orange and 
orange-red to deep brown. 

cleavage. 1. A property possessed by 
many crystallized substances of 
breaking readily along certain 
planes, with a resultant flat sur. 
face. Different minerals have dif- 
ferent cleavages, their positions 
depend upon their internal molecu. 
lar structures. Diamonds cleave 
parallel to the octahedral faces, so 
does fluorite. Topaz cleaves par- 
allel to the base, kunzite normal 
to the base, and hence, normal to 
the table as it is usually cut. 2. A 
diamond classification term for 
medium-sized cleavage fragments, 
See BLOC; CHIPS. 

cleaving. A process used in the fash- 
ioning of diamonds _ especially, 
breaking the stone into two or 
more pieces to make it a better 
shape and size, or to bring flaws 
to a surface, from which they 
may be cut without too great loss 
of material. Any other gem or 
mineral possessing a cleavage may 
be cleaved, of course, but in gems 
it is widely used only in diamonds, 
Cleavage is of great value in the 
commercial utilization of mica, for 
an additional example. 

clepsydra (klepp’si-drah). An early 
form of timepiece in which water, 
slowly escaping, and gradually re- 
ducing its level, provided a crude 
measurement of time. 

click. An adjunct of a toothed ratchet 
wheel, with a 
point that enters 
between teeth 
and prevents 
backward move- 
ment of the 
wheel; used in 
winding mechan- Click 
ism of timepieces. 
See RECOILING CLICK. 

click-spring. Spring pressing on a 
click to keep it in place in the 
teeth of a ratchet wheel. 

clock. A timepiece used normally in 
stationary position, not worn on 
the person. The word is derived 
from medieval Latin meaning 
“bell”; the earliest clock struck 
time on bells, only; dials and 
hands were a later development. 

Clockmakers Company. A craft guild 
of London, England, incorporated 
in 1631, with powers to regulate 
the making and selling of watches 
and clocks. This and other craft 
and trade guilds of London were 
politically powerful. The guilds 
are still powerful and wealthy po- 
litical clubs, and govern the old 
central district of London known 
as “The City,” although their 
powers as regulatory trade bodies 
have largely ceased to exist. 
(To be continued next month.) 
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THE MARRIAGE BUREAU HUMS 


—and the diamond business is leading the increase in jew- 


elers’ sales this year. Bigger pay envelopes and more pay 
envelopes in hundreds of communities . . . the emotional 
urgency stimulated by conscription . . . these things collab- 
orate with love’s sweet call to wedding vows. 

But you must tell people about your store’s diamonds. You 
must tell them you are the “trusted jeweler” referred to in 
the compelling national diamond advertising. Dealer mats, 
sparkling display material, and full-color reprints of the 
national advertisements are available at low cost by writing The 
Reuben H. Donnelley Corp. (Diamond Promotion Dept.), 
305 East 45th Street, New York. De Beers Consolidated 
Mines, Ltd., and Associated Companies. 
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Line-source lighting (fluorescent) accents the 
long facets of the emerald-cut gem, but deadens 
the brilliant-cut, mixed-cut and star stones. 


MONG the hundreds of questions asked this busi- 

ness-paper, month after month, one recurs so often 

that it is undoubtedly the stand-out problem with most 

jewelers who are modernizing their stores, or construct- 

ing new stores—‘Shall I install fluorescent light in my 
diamond and jewelry department?” 

The answer has been that while fluorescent light flat- 
ters silver, giftwares, leather, stationery, and the like, 
its soft diffusion robs diamonds and most other gems of 
their brilliance. 

Now comes detailed photographic evidence showing 
how a series of variously cut gem-stones respond to vari- 
ous types of illumination commonly installed in modern 
jewelry stores. The experiments were conducted by 
the Century Lighting, Inc., of New York, in the Amer- 
ican Museum of Natural History, with the cooperation 
of Dr. Frederick H. Pough, assistant curator of geology 
and mineralogy. 

Four large stones were selected for the study: An 80- 
carat brilliant-cut topaz with a slight bluish tint, a 73- 
‘arat mixed-cut sapphire with a light yellowish tint, a 
20-carat opaque bluish-purple star sapphire, and a 64- 
carat emerald-cut white topaz. 

These jewels were mounted on tiny glass stands and 
kept in the same respective positions in each of the 
photographs—the brilliant cut topaz on the upper right. 
the mixed-cut sapphire on the upper left, the star sap- 
phire on the center, and the emerald-cut topaz at the 
bottem. 

The lighting engineers then studied the optical effects 
of four different types of lighting upon these stones: 

a. Line source (fluorescent) lighting. 

b. Completely general lighting. from a skylight. 

c. Light from a single point source. 

d. Light from multiple points. 

Light intensity was maintained between fixed limits. 
The actual color of the stones has no effect on the prin- 
ciples demonstrated. One great difference exists, how- 
ever, between the unretouched photographs which were 
taken under these various types of lighting, and the ap- 
pearance of stones, as seen by the human eye. When an 
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What Light Is 
Right for Gems? 








North light, from a 12-foot skylight, re- 
veals the stones’ individual facets, but fails 
to produce contrast, brilliance and fire. 


observer looks at a stone, he sees flashes of light, be- 
cause the relative position of the stone and the eyes is 
never constant; the observer moves slightly while a stone 
lies in the case, and when he holds a gem in his hand 
he shifts it back and forth. 

A strip of two two-foot fluorescent lamps was used to 
test the effects of a line source, with the result shown 
in the upper photograph on this page. The brilliant- 
cut and mixed-cut stones, at the top, have little bril- 
liance, and the highlights are mostly from direct reflec- 
tion on the surfaces of the stones. The outlines of these 
two stones appear clear, but their fire is lacking. 

The effect on the star sapphire is disastrous, for an 
infinite number of stars, so to speak, are blended io- 
gether, leaving nothing but the specular reflection of the 
light tubes on the surface of the gem. Unbroken bars, 
however, appear along the long facets of the emerald- 
cut gem, thus improving the appearance of this one 
stone. The shadows of all the stones have almost disap- 
peared, due to the peculiarly “fluid” nature of fluorescent 
illumination. 

North light, admitted through a 12-foot square sky- 
light, was the illumination used for the second photo- 
graph shown on this page. For convenience, this might 
be defined as a “sheet” source of light, or an infinite 
number of sources placed adjacent to one another, with- 
out any one point of greater brilliance. (More >) 
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Illumination from a single "point'' source, a three- 
inch spotlight, shows the star stone to perfection, 
but obscures the shape of the facets in the other stones. 


Here, the individual facets and the shapes of the gems 
are clearly visible, but their contrast, brilliance and fire 
are destroyed. The clear stones might be so many pieces 
of glass, and the star sapphire looks like a lump of blue- 
gray sealing wax. Exposure of the photographic film 
has brought out what appears to be a slight sparkle in 
the stones, but to the eye they have a uniform brightness, 
without brilliant accents. Note that the shadows have 
disappeared entirely. 

Gem-illumination under a single “point” source of 
light—a three-inch spotlight—as shown in the upper 
photograph on this page, reveals the star sapphire at 
its best, with a perfect star appearing in the center 





against a glowing background. 

However, the single spotlight method of illumination 
is not particularly effective for the other three types of 
cutting. Both the brilliant-cut and the mixed-cut gems, 
at the top, have numerous points of light showing as 
halation spots, but the shapes of the various facets are 
not clear. ‘The heavy shadow below the brilliant-cut 
stone, incidentally, proves the skill with which this gem 
has been cut, since all the light, except a small spark 
showing at the very center of the shadow, is redirected 
through the crown of the jewel. The mixed-cut sapphire, 
at the upper right, “leaks” more of the light, and its 
shadow therefore shows a number of triangular points 
where the light has escaped through the facets below 
the girdle. The emerald-cut stone appears sharply de- 
fined, but lacks sparkle. 

A series of points of light was the fourth method of 
illumination tested. For the photograph at the bottom 
of this page, five three-inch spotlights were used, 
mounted above the display on two-foot centers. All 
three of the clear gems increase tremendously in bril- 
liancy, in marked contrast to their appearance under 
the other three types of lighting. The individual facets 
and the outlines of the stones do not appear as distinct 
as they do under either fluorescent or single-spot light- 
ing, but the added brilliance nevertheless makes the bril- 
liant-cut, the mixed-cut and the emerald-cut stones ap- 
pear to decidedly better advantage. 
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Of course, the multiple sources of light produce a 
series of overlapping stars in the star sapphire, destroy- 
ing the exquisite symmetry which this stone won from 
a single spotlight. 

I'rom these tests, a number of conclusions may be 
drawn which will aid in selecting the type of illumina- 
tion for close-up displays of gems. 

1. Brilliance and fire in brilliant-cut and mixed-cut 
gems (and these predominate in jewelers’ stocks) are 
best brought out by a group of several bright, individual 
sources. A few small bright points of illumination, al- 
though they may not produce high intensities of light, 
are superior to almost any quantity of just general light, 
and also to fluorescent or single spot lighting alone. 

2. A fairly low level of general lighting, to show 
form, together with multiple spot lighting to give fire, 
is the best all-round combination under which to dis- 
play transparent cut stones. 

3. For a special window or counter display of star 
sapphires, star rubies, or cat’s eyes, a single point source 
of light should be mounted directly above the display. 
Such gems should also be shown to customers under a 
spotlight if possible. 

4. Similarly, if a store contemplates a special exhibit 
of emerald-cut gems, line sources, either fluorescent or 
lumiline, provide the most flattering illumination. 

5. If a display is isolated from the rest of the de- 
partment by a shadow-box or a miniature window set- 
up, the proper form and intensity of lighting can be 
used without compromise. However, if only one type 
of lighting can be used, a low level of general lighting, 
supplemented by multiple spotlighting to give fire, is 
the logical plan. 

The material for this study was adapted from an 
article by Fred M. Wolff, of the engineering division 
of Century Lighting, Inc., appearing in Illuminating 
Engineering for May, 1941. Century Lighting devel- 
oped and installed the illumination for both the House 
of Jewels at the New York World’s Fair, and the new 
store of Tiffany & Co. 





Multiple "point" sources—a series of spot- 
lights—heighten the brilliancy of the clear 
gems. Overlapping stars, of course, mar the 
effect of the star sapphire in the center. 
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RITA HAYWORTH 






HeR BEAUTY 
Enhanced by 
THE BEAUTY OF 


IMPERIAL 
PEARLS 


PEARL IN STREAMLINED PRESENTA- ~ 
TION. Rita Hayworth, who'll next be seen 
with Fred Astaire in the Columbia musical 
“You'll Never Get Rich,” sets off a simply 
designed black lace gown with a three strand 
pearl bracelet, its fastening clip yellow gold 
to match the design of her ring and ear 
clips. Design by Imperial Pearl Syndicate. 
¥ * ¥ 
We have two promotions—new, yet wr i“? 


provably successful. Will bring your . 
ere fine p ublicity anes geetalls WIRE TODAY, no obligation, learn how easily you can 
—assure you both immediate and con- 
tinued profits. 





“3 


tie your store to the 


deietesroimeietiiie MOST BEAUTIFUL AND MOST PUBLICIZED 
SOLD BY LEADING JEWELERS ONLY CULTURED PEARLS IN AMERICA 








DIVISION OF THE Se ", = AMERICAN JEWELERS BUREAU, INC. 
IMPERIAL PEARL SYNDICATE 
5 North Wabash Ave. 607 Fifth Avenue 210 Post Street 
CHICAGO NEW YORK SAN FRANCISCO 
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AS IT HAD BEEN SINCE '% 


THE SAME STORE, TODAY 


HE pictures on this page tell so eloquent a story 
that words are hardly necessary. 

But the facts are these: The store of Boschwitz Bros. 
at 4916 3rd Ave., Brooklyn, was opened in 1896, and 
through 45 years of depression and prosperity remained 
practically without change, inside and out. 

Budgets for the thorough rejuvenation were deter- 
mined by past and potential volume, in order to keep 
the capital investment within the limits of reasonable 
self-amortization during the next three years. Certain 
departures were effected to keep costs down, such as the 
use of smart, modern wallpaper, instead of wood panel- 
ing, on exposed wall surfaces. 

The present store was designed and executed by Mur- 
ray M. Pearlstein, J.C.-K.’s modernization consultant. 


—BUT HERE'S THE NEW INTERIOR 
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Before, and After 












—and How! 


The new store front was extended over the 
entrance to the upper floors, producing a 
wider appearance and permitting the use 
of the entire building width for the sign 
space. The material is wine and gray carrara 
structural glass, with bronze sash, sill, letters 





THIS INTERIOR WAS GOOD IN ITS DAY— 















Inside—Concealed, 300-watt ceiling lights 
instead of the old hanging fixtures. Walnut 
fascia show cases, with drawers and shelf 
space behind, instead of cumbersome old 
fixtures. Display cases built into false walls 
on both sides, instead of heavy, projecting 
cases on one side. Custom-designed lino- 
leum, instead of tile floor and rubber mat 
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ULTURED pearl jewelry—increasingly popular 

during the last 12 months—is assured greater suc- 
cess than ever this summer and next fall; hence the time- 
liness of these designs by Kaye-Jordan Co., style and 
design consultants of New York and Providence, which 
suggest different ways in which cultured pearls can be 
worked into handsome jewelry pieces, to be sold at pop- 


ular prices. 


Due to their spherical formation, pearls lend them- 
selves more easily than any other gem to floral jewelry, 
where—mounted according to size—they become jeweled 
flowers or berries. This treatment will be noted in the 


brooches 1 and 7, and the earrings, 3 and 5. 


Modern combinations of pearls and diamonds with 


either gold or platinum are seen in the bow-knot, 4, and 


the finger rings, 2 and 6. 
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FIRST GEM COMES FROM VARGAS DIAMOND 
HOUGH cleaving, cutting and polishing the great 
Vargas diamond will still take more than a year, 

the first of its 23 finished gems was completed last 
month in the offices of the owner, Harry Winston, at 620 
Fifth Ave., New York. 

This first gem to come from the polishing machine 
weighs about 12 carats and is pear-shaped; all of the 
others, according to present plans, are to be emerald-cut, 
It was fashioned from a segment weighing 21.65 carats, 
sawed from the Vargas rough during a period of exactly 





Wide World ——, 
The Vargas diamond and the first piece cut from it. The smaller 
stone weighs 21.65 carats. 
five weeks from Thursday, April 10, to Thursday, May 
15. Skilled craftsmen of Dutch ancestry and tradition 
executed the work, Adrian Grasselly the sawing, and 

Jonas Walrisch the polishing. 

When the saw was applied to the 760.60-carat rough 
(see J.C.K.’s May number, page 54), it was predicted 
that three weeks would be required for the diamond- 
impregnated phosphorbronze blade to eat its way through 
an area measuring 1 inch x one-half inch. Cutting pro- 
gressed according to expectations until one day the wheel 
whirred round and round with no perceptible progress ; 
a knotty relationship of three different grains within the 
stone’s crystal structure refused to give ground. 

Grasselly feared that to add weight to the stone might 
cause the relatively soft metal of the saw to turn slightly 
one way or the other out of the direction of the intended 
cut, jeopardizing plans for two or more stones. There- 
fore, he resorted to the unusual procedure of substi- 
tuting a new saw—this one made of steel—which cut 
through the tough inter-graining. 

Thus the sawing followed to a T the plane which had 
been carefully planned in advance, and the segment that 
resulted was a “‘natural-born” pear-shape. The cutting 
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ie table for the finished gem, which upon 
had sacrificed about 50 per cent of its 


plane formed tl 


its completion — ; 
weight to brilliancy and beauty. This gem, the first-born 


of the Vargas, has a retail value of $30,000 or more. 





GEM IMPORTS DURING IST QUARTER 

MPORTS of most gems, except cut diamonds, bulked 

larger during the first quarter of the current year 
than during the same period of 1940. Dealers’ invest- 
ments served not only current needs of the prospering 
jewelry industry but also bolstered reserve stocks. 
"All sorts of natural, synthetic and imitation stones, in- 
cluding diamonds, received in the United States between 
Jan. 1 and March 31, 1941, were valued at $7,820,795, 
compared to $11,529,076 received during the correspond- 


ing three months of last year. 





The greatest part of this decrease came from a 55 per 


Be 
cent reduction in American imports of cut diamonds. | * 


But, while receipts of rough precious and semi-precious | 
stones, synthetic stones and imitation opaque stones also 
dropped, these losses were more than counterbalanced | 
by bigger deliveries of rough diamonds, cut precious and 
semi-precious stones, cut and uncut imitation transparent 


stones, marcasites, natural pearls and cultured pearls. 
Gem imports from Germany actually rose by 175 per 
cent, in spite of the intensified British blockade which 
succeeds in preventing most classes of Nazi goods from 
bridging the seas. These included cut diamonds 
semi-precious stones, synthetic and imitation gems, and 
pearls, valued by the U. S. Customs at $504,178, as 
against #218,827 worth of various gem stones received 
during the first quarter of 1940, when no diamonds came 
from Germany. A selling agent in this country for the 
German cutting industry, was cited on May 1 by the 
British Minister of Economic Warfare as a typical ex- 
ample of an organization designed for evasion of the 
blockade and as a serious leak in the blockade because 
it gives the Axis a chance to obtain foreign exchange. 


and 


ROUGH DIAMOND IMPORTS SHARPLY UP 

Imports of rough or uncut diamonds, suitable for cut- 
ting into gems, increased 81 per cent in dollar value, and 
even more than that by carats, indicating that American 
cutting factories are producing a larger proportion of 
smaller diamonds than they did a year ago. 

Brazil furnished 15,149 carats worth $484,599, as 
against only 103 carats worth $3,656 for the opening 
quarter of 1940. About a third more rough came from 
the Union of South Africa than last year—33,854 carats 
with"a value of $1,815,011, compared to 22,795 carats 
valued at $1,265,540. Totals for rough were: First quar- 
ter of 1941, 49,003 carats worth $2,299,610; first quarter 
of 1940, 22,898 carats worth $1,269,196. 





CUT DIAMONDS FEWER BY 55 PER CENT 

However, cut diamonds imported during the same 
period of 1941 amounted to only 54,974 carats worth 
$4,023,807, far below the first three months of 1940 
when we imported 127,802 carats valued at $9,081,458. 
This is a decrease of 55 per cent in carats and 57 per 
cent in dollar value. 

According to a German journal, dated March 22, only 


300 diamond-cutters are busy in Amsterdam, half of 
(Please turn to page 80) 
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WE carry a complete line of 
Round and fancy shaped Dia- 


monds in all sizes. 


Memorandum selections submitted 


upon request. . . 8 : 


Advise us of your needs. . . 


Louis Gurfein & Son 


DIAMOND IMPORTERS 
AND CUTTERS 
608 Sth Ave. New York City 
PHONE MEdallion 3-4822 


Chicago Representative: Mr. George Pilzer, 31 N. State St. 
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JEWELRY ON THE AIR 
(From page 51) 


served to emphasize the potency of spot announcements, 
although most of them use other advertising media as 
well. Milen’s, an aggressive credit establishment doing 
an all but exclusive jewelry-merchandise business, spends 
70 per cent of a generous advertising appropriation in 
the newspapers and practically all of the remaining 30 
per cent for a broadcasting schedule which includes 13 
time-signal spot announcements (50 to 75 words) and a 
11 to 11.15 p. m. news broadcast into which four com- 
mercial announcements (75 to 100 words) are injected. 
Very appropriately, a time-signal spot announcement is 
used immediately following the International Silver Co. 
program, Silver Theater, on Sunday afternoons. 
Generally speaking, the Milen announcements cover 
the same merchandise features that go to make up the 
current newspaper or circular advertisements, some being 
“bargain” specials and others full-price promotions. But 
from time to time exclusive radio specialties are used to 
test the pulling power of the media. There is seldom a 
disappointment—if the special is a really “hot” one. 
Shane’s, Jewelers,—another Oakland establishment— 
has, over a period of approximately three years, spent 75 
per cent of an also generous advertising appropriation 
for newspaper space, 15 per cent for radio spot an- 
nouncements, and 10 per cent for direct-mail literature. 
Currently, four spot announcements are being used daily 
over two stations, but at least five stations are used dur- 
ing the gift-buying season. These announcements are, 





for the most part, used to promote the sale of sundry 
merchandise specials for the major purpose of building 
store traffic. Close-out items are generally used as spot 
announcement tests—a very neat way of keeping stocks 
clean. The prices being low, sell-outs are quite common, 
The jewelry department sales and the firm’s credit 
policy are largely promoted through newspaper adver- 
tising. 

And now, may we not sum up the spot announcement 
phase of our topic by saying that its successful use de- 
pends upon (1) persistency, (2) careful writing, (3) 
careful selection of spots, (4) the offering of outstanding 
merchandise values and services, and (5) an institutional 
background of reliability and fair dealing. 

When it comes to quarter-hour and half-hour pro- 
grams, retailers turn naturally to local or so-called inde- 
pendent broadcasting stations. It is obviously not logical 
for them to use extensive-coverage stations that belong 
to nation-wide chains when restricted-coverage local sta- 
tions are available—at prices that are in proportion to 
the smaller area served. The price of time on the aver- 
age unattached local station is about 25 per cent under 
that charged by those operated as links in nation-wide 
chains. 

Selecting the type of program to be used is something 
of a problem, since the hiring of famous actors, singers, 
instrumentalists and orchestras is out of the question. 
Musical program requirements are met, in a fashion 
pleasing to many listeners, by recordings, but—save for 
syndicated material—dramas and comedies are _ prac- 
tically out of the local picture. Recent Radio Showman- 








In our new and enlarged up-to-date premises we are 


prepared to take care of all your requirements. 


Your past patronage has helped us to improve our 
business for which we are grateful and now hope for 


a continuance and even greater business in the future. 


ROSENTHAL & hAPLAN 


Manufacturers of Fine Diamond Mountings 


126-152 ws: 46th Street, New York, N. Y. 
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ship program ratings indicate that the comparative | 
popularity of the seven dominating types of programs | 


that are locally sponsored is as follows: 


Music 36% Quiz 10% 
News 22% Sports 6% 
Talks and Drama 6% 

Interviews 15% Comedy 5% 


Incidentally, the current trend is toward news broad- 
casts which six months ago had a 17 per cent rating. 

The planning of local musical-setting programs is a 
comparatively simple procedure—after the advertiser 
has decided upon the type of music lover to which he 
wants to appeal. Whether the programs are to be 
classical, semi-classical or popular, he can depend on the 
broadcasting station staff to make fitting selections from 
a library of transcriptions. The most important thing 
about news broadcast programs is to select the time of 
day that will be likely to find the people you are trying 
to reach at home. For example, if the proposition is for 
the ears of men or working women, only the evening 
hours should be considered. 

Many jewelers favor the quiz and interview type of 
programs, the success of which depends almost entirely 
on the master of ceremonies—the only paid participant 
—who must have an indescribable “something” that it 
takes to sustain interest and build up a following, with- 


out which no program can succeed. The announcement 





technique varies, with some advertisers striving only for | 
immediate selling results and others paying perhaps | 


equal attention to the creation of institutional good will. 

Next month we will consider specific examples of the 
programs and techniques used by various jewelers who 
have been especially successful in the use of radio as an 
advertising medium, to see if we can cull some practical 
pointers for the guidance of other retailers who may be 
thinking about trying this method of advertising. 

(T’o be continued next month) 


SIMPLE, LOW-COST STOCK CONTROL 
(From page 53) 

For example, our survey showed that jewelers who 
were using adequate stock control systems had to take 
only 25 per cent as many markdowns as those who did 
business without benefit of this 
gadget. A system that controls only the total stock of a 


useful management 
store or even of each department isn’t enough, because 
with only totals available, a jeweler may easily have the 
desired quantity of inventory on hand but have_ it so 
badly balanced that his turnover and sales are way off. 
He may be carrying too many units in the wrong pat- 
terns, sizes, or price ranges, and not enough merchandise 
in the fast-moving numbers. 

We know a number of jewelry stores who do 75 per 
cent of their volume on 25 per cent of their stock because 
their stocks are badly balanced to suit their trade. Prices 
on some lines are too high, curtailing volume, on other 
lines too low, producing unprofitable volume. Proper 
stock control highlights fast sellers and “stickers” so 
that ample supplies of the former may be always on 
hand with no loss of sales, while the stock is purged 
quickly of trailers and the money used for investment in 
better-paying merchandise. 

Some jewelers assume that stock control’s chief pur- 
pose is to get rid of loafers but it is equally effective in 
pointing out the fast-sellers, and thus helping to assure 
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ZIRCON PENDANTS 
in the complete CHURCH LINE 


Each day sees the Zircon pendant 
growing more and more popular. 


And with each increase in popu- 
larity you'll find Church design- 
ed pendants leading the field in 
beauty and sales. Illustrated are 
a few of our many modern styles. 
Some are designed in all yellow 
gold, others in two-tone, green 
and red gold; many styles in 10K 
and 14K. 


In addition to pendants we manufacture a 
most comprehensive assortment of fine 
Zircon jewelry which includes rings, 
brooches, earrings, and bracelets. Pen- 
dants illustrated range in cost from $16.00 
to $55.00 Keystone. 


CHURCH & COMPANY 


MANUFACTURING JEWELERS 


NEWARK, N. J. 


West Coast—G. H. OTTO. 209 POST ST... SAN FRANCISCO 











that there will be adequate stocks of them at all times, 

In a nutshell, stock control provides these advantages; 

1. Avoids over-buying. 

2. Minimizes markdowns by promptly spotting the 
slow-sellers. 

3. Minimizes sales lost because of ‘outs’ by giving 
advance warning when items need re-ordering. 

4. Minimizes merchandise investment and speeds up 
turnover by eliminating ‘dead cats.” 

5. Spotlights the hot numbers so that they can be kept 
prominently displayed, thereby getting all the business 
possible out of them. 

6. Mirrors the drop in demand for any item, giving 
the signal to reduce the average carry. 

7. Shows monthly, seasonal and yearly sales, pur- 
chases, stock carried and rate of stock-turn for each 
item, thus providing information upon which to build a 
balanced stock suited to local demand. 

8. Gives record of cost and selling prices with all 


| changes, a price history on each item. 


9. Enables jewelers to watch seasonal items closely 


_ and move them out before season ends. 


Here are a few specific examples that we found in our 
field study of the way that jewelers who have installed 
adequate stock control systems have benefited. 

1. Sales among these jewelers increased from 15 to 
150 per cent on individual items, because they were then 


_ able to spot slow-movers and put more merchandising 








effort behind them or replace them with faster sellers. 

2. Customers were better satisfied with stock carried. 
Repeat business increased up to 35 per cent. The unit 
sales increased from 10 to 30 per cent. 

3. Less cash was frozen in dead stocks, and more 
ready money was available to discount bills, or buy 
faster-selling lines, or invest in store modernization. 
Heavy dead stocks, tying up cash, prevent many jewel- 
ers from taking advantage of good “buys” in merchan- 
dise, modernization or promotional features. 

4. Losses from theft, laxity and errors were practi- 
cally eliminated. 

5. Turnover on some items increased four times. 

6. Seasonal leftovers were reduced to 20 per cent of 
former figures. 

7. Costly over-buying and under-buying were elimi- 
nated because these jewelers had a guide to better “‘buy- 
ology” for all months, seasons, items and conditions. 

8. Dependable data were available for statistical 
analysis to plan future operations without having to rely 
on a guesswork basis. Also permits quick comparison of 


different periods. 


9. Shopworn items were reduced to a minimum. After 
stock control was installed, only 10 per cent of these de- 
fectives had to be specialed as compared with the time 
before stock control was on the job. 

10. “Outs” were cut to practically nothing. 

We must caution, however, against excessive recording 
on such items as greeting cards, watch repair parts, and 
the like, whose unit value and total volume do not justify 
the work involved in listing every one of these small 
sales individually. With such goods it is better to enter 
only the daily or weekly totals of sales and purchases 
on the cards, checking them frequently with an actual 
physical inventory to assure accuracy. Cards can be 
handled in the same way for findings, supplies such as 
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polish and tarnish remover, boxes and wrapping materi- 
als and even old jewelry, scrap, filings and sweeps. 
Last, but most important of all, keep studying and 
analyzing your stock control records, otherwise the sys- 
tem is of little value. Stock control can only provide the 
advantages inherent in it if you check the file periodi- 
cally and watch stock movements as recordings are made. 
The “Stock Control Analysis Chart” shown here will 
provide a systematic method of recording irregularities 
or differentials discovered when analyzing control cards. 


LIFT YOUR SALES WITH THE THERMOMETER 

Retailers in lines other than jewelry have hot-weather 
naturals. Beach clothes, camping equipment, and the like, 
automatically catch the summer traffic, but, unfortunate- 
ly, dog-days tend to be off-days for the retail jeweler. 
Yet should he sit back and say to himself, “Well, this is 
my dull season whether I like it or not, so I’ll just have 
to wait until things pick up again.’” Should he give up 
so easily? No sir. If he’s the kind of fellow with imagi- 
nation to spare, he'll say “I won’t wait; I'll create my 
own hot-weather numbers.” 

O.K. That’s good sense, but how is he going to do it? 
Here’s how—just a few suggestions that might help. 

First of all, he might offer a few extra summer fea- 
tures. For instance, a silver polishing and cleaning 
service to encourage that easy-going, friendly spirit be- 
tween his customers and himself. A card in his window 
announcing this special service will do the trick. 

Or, smartly-arranged window and store displays of 
items appropriate for summertime gifts and prizes, such 
as salad bowls, salt shakers, etc., should prove to be a 
24-karat eye-catcher. 

Various manufacturers, too, are offering merchandise 
and selling ideas to help the jeweler build up his volume 
during the summer months. For example, the makers of 
Ronson lighters emphasize in their advertising for sum- 
mer situations that for outdoor use their all-weather 
“Whirlwind” won’t blow out—that lighters give the sum- 
mer picknicker or camper protection against accidental 
starting of forest fires in even the driest season—and 
that perspiration, which may make matches too damp 
to strike, does not affect a lighter. Table lighters are 


also played up with a summer style note featuring their | 


use on the terrace or porch. 
Retail jewelers may well take a hint from this line of 
thought to set many other items in a summer scene. 


DIAMONDS—HOW BIG? HOW MANY? 


(From page 58) 


ring by Oscar Heyman & Bros., Inc., and the $100,000 
emerald-cut diamond ring by Black, Starr & Gorham, 
Inc. 

To enable retail jewelers to tie in with this Harper’s 
Bazaar presentation, the magazine has distributed page 
reprints mounted on heavy easel-back boards to 100 
top-flight stores, and another 100 have been distributed 
by J. R. Wood & Sons, Ine. In addition, J. R. Wood & 
Sons, Inc., has sent reprint folders to 6500 retail jewel- 
ers, and has a further supply of folders available to re- 
tailers upon request. 
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Truly there is something breathless 
about the sheer beauty of the sea 
guli. A Wadsworth Watch Case — 
too — has that same indefinable 
beauty — the result of strict adher- 
enee to principles of design and 
beauty that have made watch cases 
by Wadsworth famous since 1889. 


Offices 
New York, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 


Vadsworth 


THE WADSWORTH WATCH CASE CO., INC. DAYTON, KENTUCKY 
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STOCK NO. 486 
“A THING OF BEAUTY iS A JOY FOREVER” 


Yes, only the finest quality imported stones! The beautiful spray 
pin illustrated above is actual size, and is solidly paved with 
rhinestones. Retails at $5.00. 


H. M. Schrager & Co., Inc. 


303 5th Ave., New York City — 36S. State St., Chicago 
Samples furnished to responsible firms. Write New York Office 











We sell only the diamonds we have cut our- 
selves. We believe that it is of the utmost 
importance at this time to retain our cus- 
tomers’ good will, and therefore are making 
every effort to bring to you diamonds at as 
low a price as is possible. 





ALL MERCHANDISE INSURED 
IN TRANSIT 
TELEPHONE--WIRE--WRITE 


WECARRYALARGE AND COMPLETE 
STOCK OF DIAMONDS, AND CAN FILL 
EVERY ONE OF YOUR DIAMOND AND JEWELRY NEEDS 


Memorandum Selection Cheerfully Sent 


CHASE RAND CORPORATION 


Importers and Cutters of Diamonds @ Manufacturing Jewelers 


64 West 48th Street New York City 











80 


GEM IMPORTS DURING IST QUARTER 
(From page 75) 


them working only half-weeks. “Since no decision has 
been made about the freeing of cut diamonds in stock,” 
the magazine said, “‘trade in Amsterdam has come to a 
complete standstill.’’ This reluctance of the Germans to 
sell cut diamonds suggests the possibility that they may 
contemplate diverting them for industrial purposes. 

Nevertheless, Belgium is credited with supplying us 
31,743 carats worth $1,886,265 during the first three 
months of this year, and how much of this may be “newly 
cut” and how much salvaged before the invasion of last 
May is anybody’s guess. Germany is credited with sup- 
plying 539 carats worth over $42,000, compared to no 
diamonds during the same period of 1940. Substantial 
increases came from the Union of South Africa and 
Palestine, and, in addition, the Netherlands Indies, 
Brazil and other Latin American countries appear in the 
list. In some of these nations small cutting industries 
have been established; others may be selling broken-out 
stones; others may be repacking goods shipped in from 
elsewhere. 

The following table shows American imports of cut 
diamonds for the two periods: 


Ist Quarter, 1st Quarter, 
-—19 








Eo ee ee ee 
cts. Value cts. Value 

Belgium ..........31,743 $1,886,265 100,890 $7,106,046 
Cc rer 2,134 146,591 1,157 81,067 
eed ——— re 539 Meet «45635 § ..eeeees 
Netherlands ...... 360 25,784 19,648 1,285,502 
Switzerland ...... 370 62,400 48 4,181 
United Kingdom 6,708 632,222 1,592 127,975 
DIOMICO «6 aise5ie se t08 369 Ae) (75 A ee 
MODS ois ties waive 48 ROME scléKerets 2 i(ité‘“<tC‘ San 
APPOWMIAA 66666662 144 8,507 Bi +§ = aerateianeds 
USA | ee caremee 653 BOER 80 kee. 00th’ 
Netherlands Indies . 104 Bee Ae 6 ha 
POIOSUME 0.500s00% 980 107,805 216 12,214 
U. of S. Africa ... 10,822 1,020,730 4,241 464,473 
TOMBS a deiss es 54,974 $4,023,807 127,802 $9,081,458 


CUT STONE IMPORTS RISE 

Separate figures, available for emeralds, show imports 
during the first three months of this year of 1989 carats 
worth $136,408, compared to 8597 carats valued at 
$129,740 during the same interval of last year. The 
greater part of this year’s valuation came from 67 carats 
imported from France; they had a value of $98,579. 

Other imports of cut natural stones had a valuation of 
$662,928 for the first quarter of 1941, against $593,370 
for the same period of last year—an increase of 12 per 
cent. Imports of semi-precious stones (except diamonds, 
emeralds, rubies and sapphires) are shown in the first 
column in the following table; imports of rubies and 
sapphires in the second column. These two columns show 
1941 data. The third column is for the same period of 
1940, and includes rubies, sapphires and the semi-pre- 
cious stones since no separate figures are available to 


show 1940 imports of rubies and sapphires. 
Ist Quarter, ist Quarter, 
—————141—__— 


— 1940 —____, 
Semi-Precious Rubies & 


Semi-Precious & 


Stones Sapphires Rubies & Sapphires 

BOISIEM 2.6 wee ewe 4 $588 7,233 
GOPmany  .wesss.. 150,884  ;  § s& ews 82,851 
United Kingdom ._..... A eee 
EMS Guesieccestears  “errauete 10,954 34,465 
OS ere eee | are 48,574 
i |) ir mo 86—=°——(t sa ors 96 
Switzerland ..... 1,448 10,383 28,301 
eee me Sitcas oo.  <deratecs 
APBONTINA 62-006 605 280 deo. jj.  chigereupe 
| ce ae 22,736 250 12,276 
BEOEICO 200505 oa eee |  aaeeerees 

British India ..... 8,833 162,454 84,013 
i 27 S| ere 3,624 93,703 86,067 
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ee altace. sxstareis SOQ#22 isu. 
—— patches rere? 6.011 
ek indo -Chinz 2,055 BO000 iiecas 
= — 2 58 6,092 
Seelena ....-.s- 92,865 9,018 73,195 
Egypt er ree ee (etar  . .  £;CRES » 
Hong Kong ..---- pee 168 ve 
Australia ..--++-- 2,71( bnew 53 

oC) $301,681 $361,247 $593,370 


U. S. imports of rough rubies and sapphires in the first 
quarter of the current year were valued at $3,377; of 
semi-precious stones at $23,235. Last year these gems 
were classed together on the import schedule, and totaled 
50.413 for the same period. 


NO MORE SYNTHETICS FROM FRANCE 

Elimination of France as a supplier of synthetic stones 
resulted in a 32 per cent decrease in the value and of 
25 per cent in the number of synthetic gems imported 
during the opening quarter of the current year. German 
imports were nearly identical both in dollar value and 
quantity, as the following table shows: 


Ist Quarter, Ist Quarter 
— -—1941 -— —-—— 1940 ~ 
Number Value Number Value 
BPYANGG 6s eens Wate:  » <eredod 120,132 $50,007 
GOTMMGRY «6.0605. 131,454 $71,338 133,126 71,314 
Switzerland ..... 65,065 14,772 10,740 5,390 
"FOURIB ss «e-8 196,519 $86,110 263,998 $126,711 


FACETED IMITATIONS IN VOLUME 

Receipt of $239,192 worth of faceted imitation stones 
from Germany was chiefly responsible for swelling this 
type of import 185 per cent ahead of the first three 
months of 1940, when Germany furnished us only $62,- 
904 worth. Switzerland succeeded France as the next 
most important source, sending stones worth $22,528. 
France was the source of over $30,000 worth of faceted 
imitations during the initial quarter of 1940, but supplied 
only $2,136 worth, in the same period of the current 


vear. 
Uncut or unfaceted imitation stone imports came to 
$3,393 for this period, compared to $1,243 during the 


same time last year. Imitation opaque stones were 
slightly below last vear, $1,350 compared with $1,980. 

Real marcasites—$#180 worth—came from Switzer- 
land as against none during the opening quarter of 1940. 
Imitation marcasite imports were valued at $1,132, about 
the same as last year. 


IT'S A PEARL YEAR 

An increase of 181 per cent for natural pearls and of 
32 per cent for cultured or cultivated pearls was revealed 
in the three-month statistics. France, followed by British 
India, was the chief supplier of $134,736 worth of na- 
tural pearls, 

With cultured or cultivated pearls, $163,790 worth 
were imported from Japan, as against $79,264 worth 
during the first quarter of 1940. China supplied a valua- 
tion of $8,786, compared to $3,236 in the same portion 
of 1940. 

Your WHOLE store can be a bower of delight for cus 
tomers at no expense to you except that of a little 
effort. The time is nigh when women will be com- 
peting for prizes in flower arrangements. Invite your 
local florist to fill your most interesting silver, pottery 
and glass bowls with appropriate flower schemes and 
invite the public to see your array. The florist will co- 
operate for a credit line. 


FOR JUNE, 1941 








S. NATHAN « co. inc. 


New York Locations 
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‘1. Sales and Executive Offices 
610 FIFTH AVE, (Rockerevter cenreR ) 


Convenient for visiting Jewelry Manufacturers. Spe- 
cial Stocks of Stones exclusively maintained for their 
selection. 


2. Jobbing and Lapidary Depts. 
71 NASSAU ST. (same cocation) 


Concentration on jobber’s needs in this office assures 
speedier, efficient service. 


Providence Branch: 40 Fountain Street 
Everything in Stones from 


Amethyst to Lircon... 


S. NATHAN «co., inc. 


N 


SINCE 1901 
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A’ any woman the most important day in her life, 
and—whether she’s maid, wife or widow—chances 
are ten to one she'll say right off “Why naturally, my 
wedding day!” 

But the thousand and one thrilling details of that big 
day, the names of gift-givers and well-wishers are likely 
to become confused with the passage of time. A mere 
list of these things, or a description of the wedding day 
in the bride’s diary cannot reawaken the excitement and 
the sentiment that surrounded the trip to the altar and 
the reception. 

Fortunately, in the bridal books now available jewel- 
ers have something to help the bride to keep a per- 
manent, treasured memoir of her wedding day and at 
the same time a “prestige advertisement” which will 
always associate the jeweler with the wedding. 

A “Bride’s Book” usually becomes a family heirloom. 
Pride in the book and in its contents results in the owner 
showing it to hundreds of her friends for many years 
after her marriage, thus giving the jeweler from whom 
it came an immense amount of prestige, and inevitably 
a certain amount of new business from persons looking 
at the book. 

Take the experience, for example, of J. B. Hudson 
Co., of Minneapolis, which has successfully distributed 
several hundred “Bride’s Books” a year for the past 
few years. James D. Dougherty, general manager of 
this firm, credits these little volumes with building busi- 
ness not only from brides and bridegrooms, but also from 
their immediate families, from signers of the book at the 
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“Bridal Books.” to Woo 


Wedding Trade 


by ARTHUR G. PATTERSON 













Books that enshrine wedding memories are tops as business- 


builders. These are by C. R. Gibson & Co., Norwalk, Conn. 


time of the wedding, and from persons looking at the 
book as long as its pages hold together. 

Bridal books, in Mr. Dougherty’s opinion, are among 
the most valuable advertising and _business-building 
mediums that can be used by a jewelry store. 

The books used by Hudson’s are of two sizes and 
prices. Both have white embossed covers and white silk 
tassels. There is no direct advertising in either book 
—just the name of the store and the city lettered in 
gold on the inside front cover. 

Hudson’s eyes the newspapers for announcements of 
engagements, and, of course, also keeps a record of 
couples who come to the store to purchase engagement 
rings. The store sends, by messenger, a copy of the 
larger, more expensive ‘“‘Bridal Book” to engaged couples 
in the higher social and income brackets; a copy of the 
smaller, less expensive edition to brides-to-be of middle- 
income families. 

The larger book contains 40 pages, 814 x 1114 in 
size. It provides a record for two large-size photo- 
graphs, the wedding certificate, names of the bridal 

(Please turn to page 88) 


THE JEWELERS’ CIRCULAR-KEYSTONE 














Sie 


s ae 
4 Sovereign... 


ang) 


. Beautifully boxed 
for Wedding, Birthday, 


or Anniversary Gifts 








With these exquisite serving pieces, 
boxed in pin-grain fabrikoid lined with 
beige velveteen and moonstone satin, 
you can go “all out” for the gift busi- 
ness this season. 

SOVEREIGN, Gorham’s new pattern, is 
rich in smart serving pieces for modern 
entertaining. Sets arranged for buffet 
service, snack service, liquor service, 
hors d’oeuvres trays, make ideal gifts. 
Boxes are available for single pieces, 
such as sugar spoon, jelly server, etc., 
up to eleven-piece sets. There are 
twenty-two different combinations, 
actual size. Note massive, from $4.75 to $62.50. 
hand-wrought effect; lovely fluting; 3 
Juxurious ornamentation. Rated by many , Handsome window and counter displays 
the finest piece of silversmithing Gorham has ever done. can be made with direct appeal for 
gift business, at the right time 
to make maximum sales. 


GORHAM 


America’s Leading Silversmiths Since 1831 


Fork, knife, bon bon spoon: 


Providence, R. I. 
Two handsome boxed sets 
suitable for wedding presents: 


No. 284-D. AFTER-DINNER COFFEE SET... 
eight after-dinner coffee spoons, and 


sugar tongs. Complete, $22.00 


No. 286-A. HORS. D’OEUVRES OR SNACK SET 
(LARGE) . . . cheese knife, jelly server. 
hors d’oeuvres server, pickle fork, cheese 
server, six butter spreaders (flat handle). 
Complete, $44.00 
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Mrs. Ameriea and Her Silver 


(Part IV) 


Half of America’s families, in all except the lowest income group. 


buy a new set of flatware sometime after marriage. more often 


than not within the first 10 years. Do you cultivate these replacements? 


N the previous chapter we noted that about one-third 

of the housewives under 45 years of age, and nearly 
one-half of the older matrons, have acquired their pres- 
ent flatware services since marriage. 

An examination of the dates, causes and methods of 
these post-marriage acquisitions may be helpful in dis- 
closing information which jewelers could use to good 
effect in stimulating this replacement market to still 
greater volume. 

One point that immediately stands out is that it’s a 
good idea to “catch ’em while they’re young.” It might 
be supposed that the time when most of the replacing of 
flatware services would occur would be quite a good many 
years after marriage, since the original set would pre- 
sumably continue to seem satisfactory for a considerable 
period. 

Perhaps this might be true if a real effort were made 
to sell women the idea of buying a new set of flatware 
after 20 years or so, but actually the opposite is the case. 
When left to her own devices, if a woman ever replaces 
the flatware service with which she began housekeeping, 
she is most likely to do so within the first ten vears of 
married life. 

Perhaps many young couples, because of limited fi- 
nances, start out with a very cheap set, deliberately plan- 
ning to use it only a short time and replace it with some- 
thing better as soon as they can afford it. This seems to 
be borne out by the fact that “better quality” was one of 
the most frequently given replies to the question as to 
why the original set had been replaced. Also, it was en- 
countered just as frequently among women whose new 
sets were plated ware as among those who had acquired 
sterling. 

Another important element is gifts, many of the re- 
placements being obtained through this channel, espe- 
cially among the younger women. It is natural, perhaps, 
that friends and relatives would be more likely to make 
presents of this nature to fairly recent brides than to 
older wemen whose homes they would probably assume 
to be alre idy fully equipped. 

Of course, any analysis of the dates at which women 
are most likely to replace their original silverware is 
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somewhat distorted when women of all ages are indis- 
criminately lumped together, since all the acquisitions by 
the younger age groups have necessarily occurred within 
the first few years of marriage, and the picture is some- 
what changed by further purchases in later life or by 
such things as gifts at the time of the 20th or 25th wed- 
ding anniversary. 

Therefore, the figures were broken down by age 
groups to see how this would affect the result. Some- 
what to our own surprise we found that even among wo- 
men above 45 years of age, all of whom presumably have 


HOW LONG AFTER MARRIAGE REPLACEMENTS 
OF ORIGINAL FLATWARE SERVICES ARE MADE 


upper- lower- 
high middle middle 
incomes incomes incomes 
{Women under 45) 
Within first five years . 70.7%, 51.1% 62.2%, 
Within six to 10 years . 26.3 35.5 23.8 
Within || to 15 years. 3.0 13.4 14.0 
{Women over 45) 
Within first five years . 35.7 18.2 21.5 
Within six to 10 years . 33.0 38.2 33.1 
Within I! to 15 years . . 12.3 20.3 15.9 
Within 16 to 20 years .. 3.5 18.2 14.7 
More than 20 years... . 15.5 5.1 14.8 


been married more than 20 years, the majority of re- 
placements were made during the first ten-year period. 

Here are the exact figures. In the high income group, 
97 per cent of the women under 45 who had made re- 
placements, and 68.7 per cent of those above that age. 
did so within the first ten years of marriage. In group 
“B”, 86.6 per cent of the young women, and 56.4 per 
cent of their elders, who acquired new services made the 
change at or before the tenth anniversary, while in group 
“C” the figures were 86 per cent and 55.6 per cent re- 

(Please turn to page 87) 
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spectively. Most of the acquisitions in later life occur 
at the 15th, 20th and 25th wedding anniversaries. 

The first ten years of marriage are clearly a fruitful 
period for the sale of silverware, with the 15th, 20th and 
25th wedding anniversaries offering possibilities that also 
should not be overlooked. 

We wonder if any enterprising jeweler systematically 
checks his old records of weddings to catch these anni- 
versaries as they come along, and suggest to husband or 
children that a new set of silver would be an appropriate 
and appreciated gift. 

Gifts, as was previously pointed out, are a highly im- 
portant factor in the sale of replacements, as well as 
original services. 

In the “A” income group, 32.4 per cent of the re- 
placements were accounted for by gifts; in the “B” 
group, 27.2 per cent; and among families of class “C” 
incomes, 23 per cent. 

An analysis of the reasons for self-purchase of re- 
placement sets shows that the one which is most fre- 
quently the motive among high income families is “‘in- 
creased social activity’ —a factor which accounts for 25 
per cent of all replacements among this group. This is 


OTHER REASONS 








INCREASED 
SOCIAL 
Y ACTIVITY 


25% 


Why high-income or 
"A" families acquired 
new silver services 


LARGER 
FAMILY 


followed among the well-to-do by “newer patterns” in 
19.7 per cent of all cases, “better quality” as the reason 
in 13.6 per cent, and “larger family” in 6.1. The remain- 
ing 3.1 per cent is due to a variety of scattering reasons 
including inheritance—and one woman who bought a set 
of plated flatware “to save wear on her sterling.” To 
paraphrase the current advertising of a well-known food 
product, “Somebody ought to tell her about silver.” 
Among families in the “B” income class, “better qual- 
ity” with 19.4 per cent, and “increased social activity” 
with 18.9 per cent are almost neck and neck. “Newer 








INCREASED 
SOCIAL 
ACTIVITY 


18.97, 





Reasons for "B" or 

upper-middle income 

families’ replacement 
of silverware 






‘BETTER 
QUALITY 


19.47, 






patterns” drops back into third importance in this income 
bracket, accounting for 13.1 per cent of the replace- 
ments, and “larger family,” though still in fourth place, 
moves up in frequency with 11.1 per cent due to this 
factor. The remaining 10.3 per cent arise from a scat- 
tered variety of causes. 


FOR JUNE, 1941 
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When we come to the income families, the truth of 
the old joke that “the rich get richer and the poor get 
children” becomes evident. With these people of modest 
circumstances, “larger family” takes first place in im- 
portance among the reasons for flatware replacement 


The wherefore of sil- 
ver replacement 
among lower-middle 
income or "C" fam- atten 

ilies \ quauty / 


\ 18.7% ties 
X / 17 7% 








LARGER 
FAMILY 


20%, 






buying, and is a close second to gifts. Exactly 20 per 
cent are due to this cause. “Better quality” is the next 
most frequently given motive, with 18.7 per cent; fol- 
lowed by “newer pattern” with 17. “Increased social 
activity” drops back to fourth with 11.9 per cent, and 
again the remaining 9.4 are due to a miscellaneous as- 
sortment of causes. 

However, all four of the elements of “better quality,” 
“newer pattern,” “larger family” and “increased social 
activity” are important factors in all income levels, and 
all of them can be used to advantage to promote the sale 
of new flatware sets. Incidentally, the figures for each 
group are practically identical for both sterling and 
plate. 

The study of the possibilities of the replacement mar- 
ket was carried a step further by asking several questions 
concerning the future intentions of every woman inter- 
viewed, regardless of whether or not she had already 
acquired some new silverware since marriage. 

Here, again, the greater probability of making pur- 
chases in the early years of marriage was strongly evi- 
dent. In the “A” income bracket, 31.6 per cent of the 


WOMEN PLANNING FURTHER FLATWARE 


PURCHASES 
(Women {Women 
under 45) over 45) 
Not Not 
Yes sure Yes sure 
High income group ........31.6% 9.2% 2.2%, 8.7% 


Upper-middle income group. 21.1 15.7 4.2 8.5 
Lower-middle income group..16.2 I1.9 49 7.4 


women under +5 stated that they were definitely plan- 
ning to buy more silverware, and 87.5 per cent of those 
so replying said that they intended to make the purchase 
within the next five years. The others weren't sure as to 
when it would be. Of the women above 45 in the same 
economic class, only 2.2 per cent expected to make 
further purchases, and none of these were at all sure how 
soon they would do so. 

Eighty per cent of the women in this group, both 
young and old, who intended to buy more silver were 

(Please turn to page 89) 
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Genuine “Trublak”’ 


(TRADE MARK 


BLACK 
ONYX 


RINGSTONES 


ANY SIZE + ANY SHAPE 
ANY QUANTITY* 


Flat Top, Buff Top 
Single or Double Bevel 


PLAIN, DRILLED, SLOTTED 


Made to Order 


Solid all through Black honey-dyed color, su- 

perb finish, accurate uniform size, unqualifiedly 

and permanently guaranteed. None finer made 
anywhere. 


Adolf Meller 
Company 


Operating 
America's First Complete 
Cutting Plant for 
Black Onyx & Synthetic Ringstones 


400 Charles St., PROVIDENCE, R. I. 


Minimum quantity required per size 


and shape ... 300 pieces. 


NO JOBBING ...NO RECUTTING 











BOOKS TO WOO WEDDING TRADE 
(From page 82) 
party, the wedding, the wedding breakfast, wedding 
notes, the reception, wedding guests, newspaper clip- 
pings, honeymoon snapshots, honeymoon notes, and space 
for listing 231 wedding gifts, together with the names 
of the givers. 

In addition, there’s room for recording showers, snap- 
shots, anniversary gifts through the silver wedding anni- 
versary, the first home, the family tree and the first 
baby, with a place to slip in a lock of the baby’s hair. 
At the back is a large envelope for invitations, at home 
cards, telegrams, etc., and another envelope containing 
numbers to be pasted on each gift, corresponding to the 
numbers in the gift record. 

The smaller “Bride’s Book’’——the one that is delivered 
to middle-income brides-to-be—follows about the same 
pattern, but in somewhat less detail. 

Hudson’s follows up the gift of the “Bridal Book,” 
a week later, with a merchandising letter and a folder 
containing samples of wedding stationery. 

To top-flight brides-to-be Mr. Dougherty sends the 
following announcement, engraved on wedding stock: 

“May we, too, extend our best wishes upon the an- 
nouncement of your engagement and place ourselves 
completely at your service? 

“We invite you to visit Hudson's where at leisure 
you may study our array of distinctive table silver with 
harmonizing pieces of dinnerware. While in the store. a 
visit to our gift balcony will disclose a delightful dis- 
play of crystal and china. 

“An early decision in the selection of your flatware 
pattern will enable us to suggest just the right piece 
for the occasion, and our record of purchases will elimi- 
nate duplication. 

“And, last but not of least importance is a visit to 
our stationery department where experienced and reli- 
able information in the selecting of your wedding sta- 
tionery will be cheerfully given. This includes invita- 
tions, announcements, and at homes, as well as personal 
cards bearing the new name. 

“May we have the pleasure of serving you?” 

A less expensive folder is sent to prospective brides 
in lower-income families. This message, too, is engraved 
and reads: 

“We have inaugurated a wedding advisory service 
which assists one in selecting correct wedding stationery, 
wedding announcements, reception and at home cards, 
informal papeteries for acknowledging gifts, and such 
other personal stationery as one may use after the cere- 
mony. 

“This service embraces an alphabetically arranged 
guest list of over 1000 names taken from the Twin Cities’ 
social register and from which one may be assured of 
the correct spelling of names and addresses of as many 
or as few of the list as they may desire. 

“In addition to this service and for a nominal fee we 
will take care of the addressing, stamping, and mailing 
of your invitations and announcements. 

J. B. Hudson Company 
Jewelers & Stationers 
Minneapolis 

“Call Main 1428, Extension 218, for further informa- 

tion.” 
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Hudson’s sells copies of one or the other editions to 
engaged couples who express desire for one, and to 
whom no complimentary copy happens to have been sent. 

The ‘Bridal Books” in this store have 


yerware and gifts of every variety. 


MRS. AMERICA AND HER SILVER 


(From page 87) 


going to get ste rling, against 12 per cent who were plan- | 


ning on plated ware, and 8 per cent who were still | 


undecided. 


Most of the future sterling buyers—70 per cent—gave | 
as the reason for their decision the fact that sterling | 
wears longer, and 15 per cent said that they wanted it | 
to hand down to their children, which is perhaps another | 
Those who were going to | 


way of saying the same thing. 


Intended purchasers, "A" group, all ages— 


UNDECIDED 





> WiTHIN 5 YEARS 


847 






STERLING 
807% 





When they'll buy What they'll buy 


buy plated ware were almost unanimous in stating frank- 
ly that the reason was the lower price, though one woman 


expressed the strange belief that plated goods are easier | 


to take care of. 

In the “B” income classification, 21.1 per cent of the 
women under +5 were found to be planning to buy more 
silver, with 15.7 per cent additional saying that they 
might do so but were not absolutely sure. Among the 


Intended purchasers, "B" group, all ages— 


WITHIN 
ONE YEAR 


UNDECIDED 
STERLING 32. 1% 


43.47% 


UNDECIDED 





What they'll buy 


When they'll buy 


older matrons in this class, the figures were 4.5 per cent 
and 8.5 per cent respectively. 

Of the young women who were definitely planning to 
purchase, 17.1 per cent intended to do so within the next 
year, and 46.8 per cent additional within five years, with 
the remaining 36.2 uncertain. Of the older women, 16 
per cent planned to buy within one year, 33.3 per cent in 
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cheb by FISHER 
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leadership in 1941 even as 
“Lockets by Fisher" led the pa- 





Delegates to the 


Convention rade in 1879. Leading whole- | 
providence sale jewelers also look to Fisher | 
June 5 a for other outstanding jewelry | 
are Ste visit values—Charms—Novelties— | 
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Lets. set dowA vw to 


YAS 


@ _ Drass 


BI ETe / 


‘YOU HAVE 


or you can buy-—a lot of 


OLD GOLD- 
SILVER 


filled and plated scraps, etc., 
from the people who enter 
or stop to see your store. 


Buying OLD GOLD does 
build good will for you. It 
always leads to other profit- 
able business. 


Buying right is NO more 
important than selling right. 
You can depend upon Dee 
checks to be right. 


T H oO 


a J. 
Oo 
D EE & G ¥ 


GENERAL OFFICES 
ANO PLANT 
900 W KINZIE ST 


OOWNTOWN CLO GOLO 
AND SALES OFFICE 
5S E. WASHINGTON ST 


CHICAGO 
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five years, and slightly over 50 per cent unsure as to the 
time. 


In this economic level, also, sterling was the decision 
of more women than plate, though by a smaller margin, 
and with a considerably larger proportion still undeter- 
mined as to which it would be. The figures were 43.4 foy 
sterling, 24.5 for plated ware, and 32.1 per cent unde- 
cided. 

Reasons given for the choice showed greater variety 
than in the high income group, though the longer life of 
sterling was again the predominant factor among those 
who had made it their choice. This reason, expressed in 
various ways, was responsible for 53.6 per cent of the 
selections of sterling. Another 10.7 per cent spoke of 
the quality idea from other angles, such as “TI like nice 
things” or “It is more distinctive.” Eleven per cent con- 
sidered it more practical in the long run and 10.4 per 
cent were going to buy it to build a set by matching a 
few pieces already owned. The other 14.3 gave a variety 
of reasons and included a few who had no specific reason 
at all. 

Motives for the choice of plated ware followed quite 
a different pattern. As in the “A” group, price was 
again the largest single factor, though not quite so uni- 
versally. Forty-three point seven per cent gave this as 
the reason, but probably it also had something to do with 
the decision of the 25 per cent who gave no specific 
cause. Twenty-seven per cent were going to buy it to add 
to sets already owned, and 4.3 per cent were scattering, 
including one woman who said she considered plate more 
attractive. 

Women of the “C” income group showed the same pic- 
ture of more of the young matrons than of their elders 
planning future purchases, though the margin was some- 


what narrower. Of those under 45, 16.2 per cent said 


Intended purchasers, "C" group, all ages— 








UNDECIDED 


1% 






UNDECIDED 


32.87, 


WITHIN 5 YEARS 


52.7% 


N: 


STERLING 


36.37% 






PLATED 
52.77% 







When they'll buy 


What they'll buy 


yes to the question, with 11.9 per cent responding, “I 
don’t know.” For those above that age, the figures were 
respectively 4.9 and 7.4 per cent. 

Of those who planned to buy, 14.5 per cent intended 
to do so within a year, 52.7 per cent within five years, 
and 32.8 per cent could not say how soon. Incidentally, 
an interesting sidelight was thrown on the question of 
methods of acquisition by the fact that a very consider- 
able number of the prospective purchasers in both the 
“B” and “C” groups said they intended to get it “next 
Christmas” as a gift from their husbands. Such pur- 
chases are much more apt to be a matter of consultation 


’ 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















between husband and wife in these middle-class families | 


than among the wealthy, where this factor did not ap- 
pear at all. 

In the “C” group, unlike the others, plated takes the 
lead over sterling in the choice of what is to be bought. 
This, of course, is understandable, since these are fam- 


ilies of decidedly modest incomes. In this bracket, plate | 


has been decided upon by 52.7 per cent of the intending 
buyers, sterling by 36.3 per cent, and 11 per cent hadn't 
made up their minds. 





VAN DELL GOLD FILLED 


_ JEWELRY HAS Wuat Ir TAKEs 


Of those who planned to buy sterling, 41 per cent said | 


“Jasts longer’; 32.1 per cent “better quality”; 16.2 per 
cent were going to build a set by adding to pieces already 
owned; and 10.5 per cent just “liked it better” without 
explaining further. 

Lower price was the reason given by 48.2 per cent of 
those planning to buy plated goods, and—hold your 


breath—17.2 per cent replied “Because it lasts longer.” | 


Filling in a set was the motive for 13.7 per cent, and 20.9 
per cent gave no specific reason. 
(To be continued next month.) 


WHY IS A WHOLESALER? 


(From page 57) 


and more economically than anybody else. 

Before you are up—probably before you are awake— 
the first middleman of the day arrives. He brings the 
milk; but before that he had to contact another middle- 
man who persuaded the contented cow to give down. 
You could cut out those middlemen and do your own 
milking, if you knew how. 

Then another one brings your copy of the Morning 
Horoscope. You can eliminate him and get it hot off 
the press yourself, if your alarm clock went off early 
enough. 

All day long you are confronted and assisted by 


middlemen, until finally you tune off your middleman 


who brings the radio program, lay aside your detective 


yarn which you got, not from the writer or the pub- | 


lisher, but from the book-selling middleman, drink your 
Ovaltine from the middleman who carries a few drugs 
in his department store, and eliminate the cares of the 
day on a pillow which you did not obtain directly from 
the goose, but from another middleman. 


Just a short reference to wholesale jewelers. 


l'here was a time when it seemed to me necessary to | 


defend wholesale jewelers, but that is water over the 
dam. 

If the wholesale jeweler is useful and efficient he 
stays. If not, he is also water over the dam, along with 
the dodo, the box buggy and the hoopskirt. 

Up to now he bats well over .300 in the major league, 
and our efforts should be centered not on keeping him 
on the team, but on helping him improve his fielding 
average by avoiding foolish errors, and by teaching him 
to fight the enemy rather than scrap with his teammates. 

Show him that teamwork wins, and that when he 
indulges in off-side plays for a temporary personal 
advantage he will only stimulate unethical competition 


from others, and the final result will be less profit for | 


our whole section of the industry. 


FOR JUNE, 1941 








TO MAKE More SALES 





Van Dell Gold Filled Jewelry is the creation of one of America's fore- 
most jewelry designers, and is notable for distinctive originality. You 
will immediately recognize the touch of the master craftsman in style 
motifs, attention to minutest detail and beautiful finish. Van Dell 
Sprays, Brooches, Pendants, Flexible Bracelets and Cameo Jewelry are 
available through leading Wholesalers. Names of nearest distributors 
on request. 


‘DELS 


Albert N. Davis 
29 E. Madison St. 
Chicago 
Henry Green 
9 Maiden Lane 
New York 
Wm. H. Peach 
Nete England 


PROVIDENCE 





185 EDDY STREET 
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634 x 8 Ligne, Alton, 

gold plate case 

Raised aold figures 
A177 7 Jewel 
A1l78—l17 Jewel 


63, x 8 Ligne, Alton, 10K. 
gold plate case with stai ss 
Raised gold figures. Ratche 
7 Jewel 
17 Jewel 


634: x 8 Ligne, Alton, 10K. yellow rolled 

rofe) ko ms oko tt -Mmoret-1- mA At 0cWE-j (eo be0C:s-1-ME-1(-1-) Um olelel a 

Raised gold figures. Ratchet silk cord 
Als) 7 Jewel $21.25 
Al182—-17 Jewel | 27.25 


634 x 8 Ligne, Alton, 10K. yellow rolled 
fo fe) Koh ©) Kot t-Mmorot-1- MER a 10 MES Cob bel lt -+-1-ME-1(-1-) Mm ole lol @ 
Raised gold figures. 

A183 7 Jewel 

A184—17 Jewel 











Shown above are suggested retail prices. Your Keystone prices 
are A177, $13.80; A178, $17.60; A179, $14.30; A180, $18.10; 
A181, $13.80; A182, $17.60; A183, $14.30; A184, $18.10. 


SEND FOR THE W & G CATALOG 


Showing complete line of both men's and ladies’ ALTON 
watches. Each watch comes in a handsome display box with 
full range of prices. Also illustrated are wonderful values in 
diamond rings, wedding rings and matched sets. 


Weksler & Goodman, Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


3 South Chicago 


Wabash Ave. Illinois 
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If you need information on the value of the whole- 
saler, read a pamphlet called ““The Distribution of Jew- 
elry,” written by Henry R. Rinehart with the collabora- 
tion of George A. Fernley, and published by Nationa] 
Wholesale Jewelers Association. 

Referring briefly to facts therein listed which qualify 
the wholesaler as “the most efficient and economical 
distributing agent”, it is stated that the wholesale jew- 
elers: 

—Performs warehousing service for manufacturer and 
retailer, and reduces the inventory investment of both. 

—Renders essential service which otherwise must be 
done by manufacturer and retailer, and does it more 
economically. 

—Through his salesmen advises the retailer wisely, 
and constantly studies new and varied products and 
their relations to local markets. 

—Gives personal service otherwise impossible, and 
supplies emergency needs better than any other agency. 

—Has an intimate personal knowledge of, and inter- 
est in, the needs of his local territory, which could not 
be the case with manufacturers selling nationally. 

These and other statements have been endorsed by 
Department of Commerce officials, and when those boys 
endorse anything it has to be good. They may not be 
too keen about eliminating false motions in the govern- 
ment bureaus, but when they tackle your business or 
mine they love to eliminate the deadwood, and when 
they say a thing is necessary to proper business conduct, 
brother, you can bank on it. 

And there are other activities not directly mentioned 
in the book: 

—wWholesalers enable manufacturers to market their 
products through 40, 50, or 100 ledger accounts instead 
of many thousand. 

—Also, in recent years the wholesaler, for the manu- 
facturet’s benefit, has tried to qualify as an oracle. Go- 
ing back to Washington again, we find that not long 
ago a very prominent official refused to prophesy about 
what might be done, because he had ‘“‘not been to Del- 
phi.” But the wholesaler has no such modesty. 

—Once or twice a year, when the manufacturers put 
him on the spot he assumes a Delphic pose and makes a 
considerable wager, with himself and at his own ex- 
pense, that he can tell just how many of certain articles 
he can sell in the next three or six months. 

—Then, he blithely rolls up his sleeves and starts try- 
ing to amass enough dollars or sufficient bank credit to 
meet the bills whether he prophesied right or wrong. 
A cheerful lad, and certainly trying to help the man- 
ufacturer. 

—-Then, to show the retailer there is no partiality, he 
turns around and tries to qualify as a financial magnate. 

We need not go into all the details on this, but if 
you listen in at the meetings of a wholesale convention 
you will hear much about it, and if you see two or three 
delegates talking earnestly in the lobby they will prob- 
ably be talking about some angle of the same thing. 

If you still need enlightment, study the various tax 
prospects for this year, and if vou can figure how to do 
everything, meet everything, and stay in the black, you 
qualify. 


Altogether the wholesaler is a right guy. and when 
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you notice his patience, courage, cheerfulness and efti- 
ciency you should be for him 100 per cent, plus. 
“Someone has to pick the patterns, 
Someone has to pass them on, 
Someone has to smile at each crazy style,— 
That’s why middlemen were born.” 








WILLIAM A. MAAS | 


William A. Maas, business manager of Tue Jewe.ers’ 
CircuLar-KeEystToNneE, died at the Post Graduate Hos- 
pital, New York, May 10, after a long illness. 

Born in New York, Feb. 26, 1893, it was as a youth 
of 14 that he began his long association with this busi- 
ness magazine, which at that time was known as The 
Jewelers’ Circular-Weekly and was published at 11 John 
St., in the heart of the old jewelry district. 

After graduating as an accountant from Pace Insti- | 
tute, Mr. Maas entered the publication’s accounting de- | 
partment, and continued there from 1912 until 1934, 





The late William A. Maas, 
business manager of The 
Jewelers’ Circular-Keystone. 





except for 18 months’ service with the AEF as sergeant 
in the Quartermaster Corps. He was made circulation 
manager in 1934, and in the spring of 1939 was further 
advanced to business manager. 

He earned a host of long-standing friendships 
throughout the jewelry industry of the New York area, 
and through extensive correspondence was known in- 
directly by jewelers throughout the nation. For many 
years he headed this publication’s Reader Service De- 
partment and in this capacity answered many thou- 
sands of questions, particularly those dealing with the 
sources of supply of jewelers’ merchandise. 

Services were held at the family home, 190-71 111th 
Ave., Hollis, L. I., the night of May 13, and interment 
took place the following morning at Maple Grove Ceme- 
tery, Richmond Hill. He was a member of St. Gabriel’s 
Episcopal Church and of Hollis-Bellaire Post 980, 
American Legion. 

Besides his widow, Elizabeth D. Maas; a daughter, 
Doris; his mother, Mrs. Magdalene Maas; a sister, Mrs. 
Anna Wade, and two brothers, Henry and Arthur, 
survive. 
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THAT’S WHAT women every- 
where say about Barbara Bates 
Manicure Sets ... and that’s why 
a Barbara Bates gift constitutes 
a straight ticket to every smart 
woman’s heart. 

Royal Plush—No. 127, Retail $7.50. 


HOW ADORABLE! Owe Barbara 
Bates Set is hardly enough—not 
when you can turn it into a stun- 
ning evening bag like this. Smart 
young women will tell you this is 
their favorite turnabout. 

Night Club—No. 508, Retail $9. 





AND THAT’S NOT ALL— 
Three Barbara Bates Sets make 
a girl’s life complete. One to 
keep at home, one of her easy 
travelers to take on trips— 
and, of course, the career girl 
wants a third for her office desk. 
Star Bright—No. 224, Retail $7.50. 





A WAY WITH HIM— Yes, 
Barbara Bates knows how to 
score a hit with the men— 
makes stunning kits for them, 
too. Women applaud the idea 
for it stops the borrowing of 

their cherished Barbara Bates 
. Manicure essentials. 

His Manikit—No. 307, leather 
grained, Retail $3.50; No. 309, 
fine leather, Retail $5. 


Bartara Bates 


MANICURE GIFT SETS 











IT’S A FACT—Quality, glamour and usefulness . . . that’s what 
Barbara Bates gives women .. . that’s why they prefer a gift of a 
Barbara Bates Manicure Set to anything else. For graduation, 
for weddings, for birthdays—there’s a perfect Barbara Bates 
gift to suit every gift occasion. 

C. J. BATES & SON—Chester, Conn. +» New York Office, 366 Fifth Ave. 
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Two Salient Gift Show Features 


By J. RICHARD IANDER 


Modern version of cut glass. Cocktail shaker with 
wine glasses, designed and hand engraved by Emil 
Krall. Retail, $150 the set. C. M. Hutchinson, 
Room 15-102, Merchandise Mart, Chicago, Ill. 





Leaf design genuine full-bronze wall-bracket, with 
removable pot. Leaf is 12!/2" high. Retail, $5. From a 
collection of bronze bookends, ashtrays, candlesticks, etc., 
by Breslauer-Underberg, Inc., 225 Fifth Ave., New York. 





‘'Kenistan" full color pastels by Color Process. Six pattern 
floral set of 14-0z. full-lead crystal Zombie glasses, 
retail, $28 doz. Available in varied sizes, patterns and 
colors. Alice Schaeffer, 225 Fifth Ave., New York. 


Colored marbles strike a new note in this decorators’ 
brandy inhaler vase. Retail, $1.50, complete with marbles. 
The Zangs Co., 1594 Merchandise Mart, Chicago, Ill. 





WO features of the gift shows of the season about 

to open will stand salient to those jewelers who will 
attend. These will be: (1), the wide diversification of 
merchandise—wider than any year, perhaps, and, (2), 
the dramatic presentation of this merchandise. 

The importance to jewelers of these two things— 
diversified giftwares and dramatic appeal of displays 
lies in the fact that in the past year, beset with import 
and production difficulties, these salients have been suc- 
cess factors . . . particularly for those jewelers who 
turned with unconditional earnestness to giftware selling 
to bulwark their sales quotas. That they did, and new 
higher sales quotas were set. 

A wide variety of giftwares will be more necessary this 
year since wider diversification of the production base of 
giftwares has taken place. More or less static media, 
such as certain metals, having been diverted from gift to 
defense production lines, manufacturers have turned to 
wholly new media. It is a tribute to their resourceful- 
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A MAJOR MARKET EVENT 
for 


“Show Me” BUYERS! 












Se 


N, 


PALMER HOUSE - AUGUST 4th-15th 
eee 


Eastern Manufacturers and Importers Exhibit, Inc. © A. Stanley Brussel, President 





S. Craig Preston, Vice Pres. ° George F. Little, Managing Director, 220 Fifth Ave, New York 
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ness that not merely substitute articles, but entirely new 
and original ones have been produced. ‘To be an up-to- 
the-minute gift merchandiser and not attend the nearest 
gift show will indeed be costly. 

With new merchandise, come new displays. Exhibitors 
may be counted on to impressively present their new 
wares, to back them up with strong promotional cam- 
paigns. These are the wares for which jewelers should 
set sharp watch. Just as one checks his gift show direc- 
tory for the most likely merchandise, so should the direc- 
tory be checked for the most pleasing displays, most 
getting of attention. After the show the best points of 
these displays may be applied with little or no modifica- 
tion to the jeweler’s own gift and art department. And 
it should be a gift and art department, as such; one 
which mirrors in display and wares the latest gift show. 

Problems of locale, price, and the determination that 
the quality and taste of his giftwares parallels that of 
his other types of merchandise, must rest with the jew- 
eler’s own good judgment. All those things being re- 
solved, an increased tempo in gift sales will take care 
of itself. That is inevitable. 


widely diversified in 
Fostoria Glass Co., 





includes gulls, peng 
variety of animal 
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Mastercraftsmanship in carved full crystal. 
"Morning Glory" design from a group, 


Crystal brilliance on the wing. Hand 
spun and solid glass birds. Group 


Import Ltd., 550 Fifth Ave., New York. 





Glowing electric flowers furnish soothing, subdued 
luminescence of unique “Aerolux lites". China "Pan" 
figure base, $4.25; china block base, $2.35, prices 
retail. Aerolux Light Corp., 653 Ith Ave., N. Y. C. 





"Poppy" bowl, clear crystal, acid-etched, 14° in diameter. 
Retail, $5. Verlys of America, Inc., 342 Madison Ave., New York. 








Pantaloon boy meets girl. Decorative flower recep- 
tacles in varied pastel colors from a dramatic group 
of hand-crafted domestic ceramic pieces. Retail, 
$1.25 ea. Ilvon Bear Co., Inc., 30 W. 24 St., New York. 








pattern and shape. 
Moundsville, W. Va. 


uins, swallows and 
subjects. Lenart 
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* “A VERY SUBSTANTIAL 
INCREASE IN BUSINESS” 


D. R. Haggard, manager, Budd & Co., Co- 
lumbus, Ohio, says ‘...we are more than 
satisfied with our customer reaction which 
we think is largely due to the very attrac- 
tive store front...and now we have a very 
substantial increase in business.” You can 
get equally profitable results and be just 
as enthusiastic with a new Kawneer Store 
Front. Right now is the time! Send for = =) 

free illustrated booklet today. ———— 


COUPON BRINGS YOU ILLUSTRATED 
BOOKLET ON NEW STORE FRONTS 
| soe tdraderieey etree 


The Kawneer Company, Niles, Michigan 
Please send free copy of your new illustrated store front 
booklet. JC-6 











Name 





t Address 
ee eee 








Mark Feinknopf, Arch. 
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SHOWING TWO NUMBERS 
OF OUR FAMOUS 


“MIRRO” LINE 


OF CRYSTAL FRAMES, CLOCKS AND TRAYS 


e « e 
lilustrated folder on request 


A. STANLEY BRUSSEL 


225 FIFTH AVE. NEW YORK CITY 








Spode caissoroucn 


Spode dinnerware is ideal as a gift. 
It is sure to please and it makes a 
permanent customer. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave.,New York 















ee HREE major market events” 
that for jewelers 
George F. Little Management, New York City, giving 
the dates of the first three shows of the summer seasop, 
Here are the events: New York Lamp Show, July 21 to 
25, Hotel New Yorker; Chicago Gift Show, Aug. 4 to 
15, Palmer House; New York Gift Show, Hotel Penn- 
sylvania, Aug. 25 to 29. The New York Lamp Show 
will be especially diverse this year—a good “first” for 
those Eastern jewelers who have never attended. 
* * *” 


and they are just 





says the advance notice of 


rom Larry Raymonp, publicity director of the 
lourth Allied Gift Show come that show’s dates, Aug. 
24 through Sept. 1—and the place, Adolphus Hotel, 
Dallas, Tex. H.W. Johnson is chairman of the show 
committee. He announces completed plans for the allied 
Gift, Art and Housewares Group this year to occupy 
five floors of an air-conditioned section of the hotel. 

* * & 

From THE SAME Source, Larry Raymond, also comes 
announcement of the 14th California Gift and Art Show, 
to be held July 27 to Aug. 1, at the Biltmore Hotel in 
Ios Angeles. James F. Bone, manager of this show 
which is sponsored by the Los Angeles C. of C., reports 
that it will be the largest ever staged in the West and 
will set a triple, all-time record. Explanation of his use 
of the word “triple” may lie in the statement that three 
full floors of the hotel will be used for the housing of 
the displays of 200 exhibitors showing 30,000 individual 
fall and holiday items. 

* * 

Morr Tuan 60 leading manufacturers of china, glass- 
ware and pottery will be represented with displays at 
the 1941 Vanderbilt Hotel China and Glass Show, July 
13 to 19 in New York. A bigger, better show is prom- 
ised, with emphasis on the latest designs of leading 
American factories. Jewelers planning to attend will 
enjoy special rates ($3.50 per day, up) at the hotel. 
Reservations should be made through The Vanderbilt 
Hotel China & Glass Show, Box 747, East Liverpool, Ohio. 


* * * 


Tue Sournern HiGuianpers, Inc., wholesalers of a 
widely varied group of native Southern handicrafts, 
have established display rooms on the sixth floor of New 
York’s Gift and Art Buying Center, 225 Fifth Ave. 
Mary Rodney, coordinator of the organization, designed 
the new display rooms. Southern Highlanders’ exclu- 
sive American made ‘“‘Cumbow”’ lustreware, particularly 
adapted to retailing by jewelers, is introduced with the 
opening of the new rooms. A new line of hand-carved 
wooden ware also is being shown. 

* * & 

Iv’s sIMPLE, it’s economical, it’s attention-getting. 
Use it for graduation gifts. Fill your window with a 
variety of gift suggestions and then have a sign writer 
stream across the glass in white paint, “Graduation 
Gifts.” 
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WORLD'S FAIR DIAMOND EXHIBIT IS SOLD 

Acquisition of one of the most valuable collections of 
diamonds in existence—originally set in the ‘Spiral of 
Light” display, which was the main feature of the 
World’s Fair House of Jewels—was announced last 
month by Baumgold Bros., New York diamond cutters, 
through Jack Baumgold, treasurer of the firm. 

Appraised at upwards of a million dollars, it is re- 
garded by experts as an unusually fine group of care- 
fully selected and perfectly matched gems. However, 
because there could be no possible buyer for it in its 
present form, Mr. Baumgold said that the collection will 
have to be broken up and sold in separate pieces. 

Details of the negotiations resulting in the sale of the 
diamonds were withheld by the Baumgold firm. 

Millions of visitors to the Fair during 1939 and 1940 
will recall the center theme of the House of Jewels—a 
dazzling spiraling tower of diamonds, supporting a globe 
of platinum representing the world. It rested on a 
large block of black Kimberlite, or “blue ground,” the 
material from which the diamond comes. 

On the base were double crucibles, the first represent- 
ing the voleanic crucible which evolved the diamond and 
from which flames seemed to leap up, representing vol- 
The second was the mechanical crucible 
which produced the rough diamond and from which the 
spiral emerged, bringing diamonds in their finished state 
to the “world.” 

The globe itself, done in satin platinum, was 15 inches 
in diameter, studded with diamond-shaped plaques set in 
brilliants which showed at a glance the diamond mining 
centres of the five continents. From columns on either 
side of the turning tower high-powered lights played and 
set off the colored hues in the spiral. 

The entire diamond exhibits, whose total value was 
placed at approximately $10,000,000, occupied about 
one-third of the floor space of the “House of Jewels,” 
the rest being taken up by five leading Fifth Avenue 
jewelers. Visitors were required to pass into and out of 
the building through doors under electrical control 
which, in addition to the modern and ingenious safety 
contrivances, tended to make exhibits as safe as bank 
vaults. 

Mr. Baumgold said that his firm was not contemplat- 
ing putting the diamonds on public display. 


canic force. 


LARGEST STAR RUBY PICTURED IN COLOR 


The current issue of Natural History magazine, the 
publication of the American Museum of Natural History, 
New York, has on its cover a color photograph of the 
largest fine star ruby in the world. It is the 100-carat 
Edith Haggin De Long star ruby, one of the finest spe- 
cimens in the gem collection of the museum. 

In this issue accounts will be found of the pearl, moon- 
stone and ruby, continuing the series of articles on birth- 
stones written by Dr. F. H. Pough, assistant curator of 
geology and mineralogy at the American Museum of 
Natural History. 

The striking cover is said to be the finest reproduction 
of a star ruby that has ever been achieved, and additional 
illustrative halftones will be found in the articles. Copies 
of this issue may be obtained from the membership de- 
partment of the American Museum of Natural History. 
New York, for 50 cents. 


FOR JUNE, 1941 








WATCH ON!” 


GOING DOWN WITH A WRIST 


“HE'S 


THE WATCH FOR TODAY x, « timepiece 


designed for rugged use—a timepiece that can “take it” 
—The RACINE WATERPROOF .. . Experts regard this 
as the most trustworthy of all watertight watches made 
. . . Equipped with a special 15 Jewel GALLET move- 
ment, and cased in Staybrite Stainless Steel, this watch is 
fortified against any situation. It is stainless, solderless, 
non-corrosive. Its Nivarox Hair Springs and Glacidur 
Metal Balances render it anti-magnetic as well . . . Guar- 
anteed Watertight after 3 rigid submersion tests. 


® The Racine Waterproof Watch is the ideal Timepiece 
for all active men and women—es pecially those connected 
with national defense. 


@ Available in Men’s and Doctors’ Models (Below) ; also 
in Nurses’ (Sweephand) and Ladies’ Sport Models. 





No. 7Il 
Doctors’ Model 





No. 812 
Men's Model 








Complete Data on Waterproof Watches — FREE! 


JULES RACINE & CO., 20 W. 47th Street, New York City 
Without obligation to me, send data on Waterproof Watches. 











@ Here's the first of a collection of 
highly styled jewelry designed by Dara 
for Bruner Ritter, Inc. The Bolero, decor- 
ated with stones, $10; equipped with a 
watch, $17.50. Sold through wholesalers. 


®@ The moonstone has 
become one of fash- 
ion's favorites. The 
ring pictured here is a 
new, simply tailored 
model, of 14 K gold, 
designed by Church & 
Co., 336 Mulberry St., 
Newark, New Jersey. 





@ This is the lug end of one of the 
new Kon-ite tubular watch straps, 
moulded of the same tough material 
used in Kon-ite buckles and keepers 
by A. Sauer & Co., Cincinnati, O. 


@ "Pat" watch guard. 
Chain reel clips to belt 
or trouser top; pulls out 
for a look at the time, 
winds back when you 
pocket your watch. $1, 
from the Beckhard Line, 
200 5th Ave., New York. 
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All Prices Retail 





® Wood anemone bracelet, in hand-made sterling silver, offered by 
Leonore Doskow, 49 W. 27th St., New York. $20. Matching brooch, $5. 





® Clifford A. Miller & Co., Inc., 64 
W. 48th St., New York, includes this 
pansy brooch in its "botanical" col- 
lection. Lacquered enamel in as- 
sorted colors on silver gilt, with ame- 
thyst or citrine center, about $20. 


@ Bristol Seamless Ring Co. 
achieves economy in channel-set 
diamond wedding rings by inter- 
spersing facet-like parts, built up 
from the metal, between each gem. 


ref 
x 
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® Bulova's military-type "Night Hawk" 
has 15-j movement, black dial, radium 
hands and numerals and pigskin strap. 


® Ta-ra-ta-ra! 
Here's the "Cap- 
tain's Hat," cos- 
tume jewelry pin, 
des:gned and 
made by Kaye- 
Jordan Co., Inc., 
New York and 

Providence. $1. 
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NO TIME ON YOUR HANDS 


WITH TELECHRON! 
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JEWELRY... 











XPRESS 

















IMP, Model No. 7HI0I, is an interesting 
alarm. Its plastic case is available in rose, 
ivory or brown colors to match almost 
any bedroom color scheme. Another addi- 
tion to a fine array of Telechron alarms. 
Retails at 85.95. 


FORUM, Model No. 4H97, is a new design 
in a wood case with four bronze ball feet. 
Retails at $9.95. All Telechron clocks 
are powered by the famous self-starting 
Telechron motor, sealed in oil for quiet- 
ness and long life. 





¢ WELL, maybe the illustration 
is just a little exaggerated. You 
can usually get Telechron clocks 
from the truck to your shelves. 


° But they don’t stay there long! 
Especially this time of year, 
when almost every one wants to 
give some bride or groom or 
graduate a good time. 


¢ Naturally, the best known 
electric clocks turn over fast. 
They’re well-designed and de- 
pendable. They’re priced right 
and nationally advertised. . . . 
Better get in touch with your 
Telechron distributor today. ... 


Warren Telechron Company, 
110 Main Street, Ashland, Mass. 


STEWARDESS, Model No. 2H09, is a 
kitchen wall clock. The metal case is 
available in a variety of colors: chrome 
with ivory, green, black, white, red or all 
chrome. Retail, #®4.9%3. Model No. 
2HO9A, in tan and gold color, at $5.95. 








VAGABOND, Mode! No. 4H89, cased in 


YACHTSMAN, Model No. 6B09, has a 
ship's bell strike. Graceful case is of 
brown wood. Retails at 817.50. 


brown wood, is an ideal clock for the 
yachtsman or ship lover. Retail, $9.95. 


| Telechron 


REG. U.S. PAT. OFF. 


GLAMOUR, Model No. 3H9I, is a simple, 
effective design in onyx — the perfect gift 
clock. !t is a good seller at 89.95. 


SELF-STARTING 
ELECTRIC CLOCKS 
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Jewelers Tell Tax Views 


Trade-Wide Committee Protests Any Tax Before Congressional Group; Recommends Low Rate 
On Retail Sales if Tax Is Necessary; Leon Henderson, U. S. Economist, Urges No Tax on Goods 


Not Competing with Defense; Only NACJ Asks Manufacturers’ Tax 


The jewelry industry hopes that a spe- 
cial tax on jewelry may prove unneces- 
sary, said G. H. Niemeyer, speaking for 
the industry’s tax committee before the 
Ways and Means Committee of the 
House of Representatives in Washington 
on May 7, but if such a tax is unavoid- 
able, then it is the consensus of opinion 
within the trade that a tax levied at the 
point of final retail sale, and at a low 
rate, is the least objectionable type. 

Prefacing his testimony with the ex- 
planation that the Jewelry Industry Tax 
Committee which he represented is made 
up of delegates from organizations cov- 
ering every branch of the trade, includ- 
ing the largest national association of 
retail jewelers and 24 state retail jewel- 
ers’ associations, as well as manufactur- 
ers, importers, and wholesalers, Mr. Nie- 
meyer said: 

“TI do not speak for any special interest, 
but rather for the best interests of the 
industry as a whole. 

“The jewelry industry is made up of 
patriotic citizens who always have paid 
and are ready now to pay their fair 
share of any tax, so long as we are not 
discriminated against unfairly, and com- 
parable taxes are imposed upon those 
industries with whom we have to com- 
pete for the consumer dollar and if, in 
addition, the tax is applied without dis- 
crimination within the trade itself. 

“We protest against the imposition of 
this tax because we feel that our indus- 
try does not stand in the way of any 
defense objectives and therefore should 
be permitted to function in fair compe- 
tition with the industries with which it 
competes. 

“We voice our opposition to the rate 
of 10 per cent which has been proposed. 
This is double the rate of 5 per cent 
applied as a war measure in 1918. In 
the face of taxes already in existence and 
those contemplated by the Congress, the 
jewelry industry has a serious economic 
problem to face without the contem- 
plated tax. The consumer will have but 
little money left to spend for jewelry 
after he pays the new income taxes and 
buys defense bonds and stamps. 

“If we and other industries who com- 
pete with us must be taxed, we ask that 
your committee consider a 5 per cent 
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retail sales tax on jewelry and remind 
you that a similar tax during the World 
War raised between $20,000,000 and $25,- 
000,000 a year, and should do at least as 
well as that now. 

“It has been suggested by a_ small 
group in our industry that a tax upon 
the manufacturer, importer, and pro- 
ducer would be preferable to a tax ap- 
plied at the point of ultimate sale. Rep- 
resentatives of all branches of the jew- 
elry industry met and thoroughly dis- 
cussed the effect of the 10 per cent ex- 
cise tax which was levied upon the manu- 
facturer, importer, and producer under 
the provisions of Section 605 of the 
Revenue Act of 1932. 


Tax on Manufacturers’ Sales Held Unsound 

“They came to the unanimous conclu- 
sion that this tax was inequitable; it was 
difficult, if not impossible, to administer 
fairly; it encouraged evasion and created 
the opportunity for avoidance; it was 
disrupting to the orderly flow of business 
through the existing established channels ; 
it handicapped the honest and favored 
the unscrupulous dealer. Finally, be- 
cause an excise tax is added to the manu- 
facturers’ selling price, it is inevitably 
‘pyramided’ all along the line and so in- 
creases the price which the retailer must 
charge by much more than the amount 
of the actual tax. 

“Therefore, if any tax must be applied 
against our industry, the group which I 
represent is in favor of a retail sales tax. 

“We have not appeared before you to 
protest against the imposition of any 
tax, nor have we asked that any branch 
of our industry or any particular article 
be exempt, or that you tax any particu- 
lar industry. We do think in all fairness, 
however, that we should not be! taxed 
unless other items and industries against 
whom we must compete, face a compar- 
able tax burden. 

“If our industry must be taxed, we 
favor a retail sales tax at a rate not 
over 5 per cent.” 

Congressman Duncan of Oklahoma 
asked whether the collection of a tax at 
the point of retail sale would be more 
difficult and complicated today than it 
was in 1918 because of the increase in 
the number of retail outlets selling jew- 
elry in recent years. The witness replied 





that that was a question for the Internal 
Revenue Bureau to answer, but that he 
could see no reason why it should be so. 


Pyramids Cost to Consumer 

‘Yo further questions by the same con- 
gressman, Mr. Niemeyer explained how 
a tax imposed upon the manufacturer 
increases the final cost of an article to 
the consumer by considerably more than 
the amount of the tax because of the fact 
that wholesaler and retailer must com- 
pute their selling prices by adding a 
cerain percentage to the total cost of the 
goods to them, including the tax. Thus, 
not only the amount of the original tax 
but an additional percentage is added to 
the price each time the item changes 
hands. ‘This does not occur, he pointed 
out, when the tax is levied at the point 
of the final sale. 

In reply to a query by Congressman 
Boehne of Indiana as to whether a 5 per 
cent tax on the retail sale would produce 
as much revenue as a 10 per cent tax on 
manufacturers’ sales, the witness answer- 
ed that previous tax experience had 
shown the former to be even more pro- 
ductive. 

Low Profit Rates Prevent Absorption 

T. A. Jenkins, Representative from 
Ohio, asked whether it was possible that 
a manufacturers’ tax might be absorbed 
instead of being passed along to the con- 
sumer, to which Mr. Niemeyer replied 
that few if any people in the trade are 
able to make a net profit of 10 per cent 
on their sales and therefore do not have 
enough margin to permit them to absorb 
a 10 per cent tax, even if they desired 
to do so. 


Henderson, Eccles, Urge Tax on Only 
Non-Defense-Competition Goods 

A note of encouragement to the jew- 
elry industry was introduced into the 
hearings by Price Administrator Leon 
Henderson, who spoke later in the same 
day. 

Approaching the subject from the 
standpoint of the fundamental principles 
upon which the present tax program 
should be based, Mr. Henderson said, 
“We should avoid measures that will 
curtail consumption of commodities and 
services that do not compete with the de- 
fense program. On the contrary, we 
should encourage use of these non-com- 
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peting resources to satisfy actual and 
latent consumer demand.” 

Later in his testimony he stated that 
taxes on goods which do not compete 
with the defense program are “deflation- 


ary, unnecessary, and highly inequitable,” 


and that the bulk of the revenue which 
the Treasury proposes to raise by taxes 
on goods should be derived by a high 
rate of tax on articles whose production 
diverts materials, skilled labor, and pro- 
ductive facilities from the manufacture 
of defense items. 

Marriner Eccles, chairman of the Board 
of Governors of the Federal Reserve 
System, who followed Mr. Henderson, 
likewise expressed the view that excise 
taxes should be placed only upon articles 
whose manufacture competes with de- 
tense work. 

Since jewelers’ goods do not so com- 
pete, these strongly put recommendations 
by high-ranking and influential authori- 
ties were distinctly encouraging to the 
industry. Whether Congress will accept 
them of course remains to be seen. 


NACJ Asks Tax on Manufacturers’ Sales 

A third point of view was set forth 
by officers of the National Association 
of Credit Jewelers who appeared before 
the Ways and Means Committee on May 
13. Frank Newman, executive secretary, 
stated that his association favored an 
excise tax upon the manufacturer and 
that the reasons for this position would 
be explained by other officers who would 
follow him. He concluded with the re- 
mark that Mr. Niemeyer, who had testi- 
fied a week earlier, was a “representative 
of manufacturers, producers and import- 
ers” and did not represent the views of 
retail jewelers—a_ rather = surprising 
statement in view of the fact that the 
American National Retail Jewelers As- 
sociation, whose membership is larger 
than that cf NACJ, had helped to 
formulate and had endorsed the com- 
mittee’s statement, and that three officials 
of ANRJA were present at the hearing 
in support of Mr. Niemeyer. 

[Letters from retail jewelers on the 
tax question received by Tur Jewerers’ 
Circutar-Krystone up to the present 
time show a margin of about four to one 
in favor of collecting the tax at the 
point of retail sale—Ed.] 

Mr. Newman was followed by Ralph 
Roessler, NACJ president, who empha- 
sized the large number of stores of vari- 
ous kinds that sell jewelry of one sort or 
another, and expressed the opinion that 
the collection of a tax from these retail 
outlets would be more expensive and dif- 
ficult than to make collections from the 
smaller number of manufacturers and 
importers. 

Voicing the hope that the recommen- 
dations of Messrs. Henderson and Eccles 
might be adopted and a tax on jewelry 
averted, Mr. Roessler concluded with the 
request that if a tax is imposed, it be 
levied on the sale by the producer, at a 
rate of 10 per cent, and that articles as- 
sembled by the retailer be exempted. 

In response to a question concerning 
the probably higher revenue yield of a 
retail tax, he gave it as his opinion that 
the collection of the tax from the retailer 
would be costlier, and that this higher 
expense of collection would tend to con- 
sume the difference. 


Gibson Says Trade Can Absorb Tax 


William Gibson, chairman of the board 
and former president of NACJ, then 
presented a statement in which he ex- 
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pressed the belief that a tax on the 
manufacturer's selling price not only 
would not be pyramided, but would even 
be largely absorbed without ever reach- 
ing the consumer. 

He also stated that because of the 
slow rate of turnover of jewelry in re- 
tail stores the government would receive 
its revenue more quickly if the tax were 
placed upon the manufacturer. This dif- 
ference would be especially marked, Mr. 
Gibson said, in the case of jewelers sell- 
ing on long term credit, who would not 
be paid in full for many months, and 
whom it would be unfair to require to 
pay the tax at the time of making the 
sale. 

Representative Treadway of Massa- 
chusetts inquired whether the witness be- 
lieved that the tax should be applied to 
all forms of jewelry, without exception, 
and was answered in the affirmative. An- 
other question by the same congressman 
as to whether a tax on the retail sale 
price might not yield more revenue, 
brought the same response which Mr. 
Roessler had already given to a similar 
question. 

Representative Duncan asked about 
“pyramiding,” to which Mr. Gibson re- 
peated what he had said on this point in 
his prepared address. Mr. Duncan then 
inquired as to the retailer’s cost of Coing 
business, and was told that it would be 
30 or 40 per cent of sales volume. 

This concluded the part of the hearing 
that had to do with jewelry taxes, no 
further questions being asked, and no 
other witnesses asking to be heard. 


Final Result Still Uncertain 


As the tax program involves many dif- 
ferent taxes, on which many interests de- 
sire to be heard, it will probably be some 
time before the hearings are completed 
and the Ways and Means Committee be- 
gins the actual drafting of the tax mea- 
sure which it will recommend. It is im- 
possible, therefore, to say at this time 
what its provisions will be, and still more 
impossible to predict the final result, 
since the bill will be subject to revision 
on the floor of the House, and will then 
still have to go to the Senate for further 
consideration and action. 
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Iowa Governor Signs 
2nd-hand Watch Bill 
Recent Legislation 


Only a few of the 43 state legislative 
bodies that convened early this year con- 
tinued in session through Mav, and, for 
the most part. lawmakers in those states 
concerned themselves primarily with 
last-minute revenue-raising measures. 

Legislative activity of direct interest 
to the jewelry trade included: 

CALIFoRNIA—Following a favorable re- 
port by its committee on governmental 
efficiency and economy, the House ad- 
vanced toward passage a bill to provide 
that “any jeweler who advertises to re- 
pair, clean, regulate or adjust watches 
or clocks, or any part thereof, or to re- 
place any watch or clock at a minimum, 
maximum or uniform price, irrespective 
of the cost of the repairs or services, or 
the cost of the part or the length of time 
necessary to install it, is guilty of a mis- 
demeanor.” 

Both branches avproved and sent to 
the governor a bill to require that where 
a quality mark is applied to any article 
of gold it shall “indicate the number of 
twenty-fourth parts by weight of pure 
gold or its alloy contained in the article.” 

A measure to provide for application 
of quality marks on articles made of 
platinum and other metals in the plati- 
num group and their alloys, including 
iridium, palladium, ruthenium, rhodium 
and osmium, was approved by the House 
and, following a favorable committee re- 
port, was advanced toward passage in 
the Senate. 

m.LINois—The House passed and a 
Senate committee favorably reported a 
bill to prohibit any person, firm or cor- 
poration engaged in any business in the 
state to sell or procure for sale to his or 
its employees any article or merchandise 
not of his or its own production or not 
handled in his or its regular course of 
trade. Another measure aimed at unfair 
practices in retail sales would make it 
unlawful for the state or any political 
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5-6 National Wholesale Jewelers Associa- 
tion convention 
7 Maiden Lane Outing Club picnic 
8-9 Kansas R.J.A. convention 
8-9 Kansas State Horological Association 
15-16 Missouri R.RJ.A. convention 
15-16 Missouri Horological Association 
17 Cincinnati Wholesale Jewelers & Manu- 
facturers Association outing 
18 Boston Jewelers Club outing 
22-24 United WHorological Association Con- 
vention 
22-24 Indiana R.J.A. convention 
22-24 Watchmakers Association of Indiana 
23 Maine R.J.A. 
24 24-Karat Club golf outing 


24-25 New Hampshire R.J.A. 


i) 
7 


California Gift & Art Show 


and conventions 
25-1 Allied Gift Show 


14-15 lowa R.J.A. convention 





CALENDAR OF COMING EVENTS 
JUNE 


JULY 


AUGUST 
24-28 ANRJA-NACJ Combined Trade Show 


SEPTEMBER 


Providence 


Scarsdale, N. Y. 
Wichita ; 
Wichita 

Sedalia 

Sedalia 

Ryland, Ky. 


Providence-Biltmore 


Schmidt's Farm 


Country Club 


Swampscott, Mass. 
Duluth, Minn, 


New Ocean House 


French Lick Springs 
French Lick Springs 
Portland 
North Shore Country Port Washington, 
L.1., N.Y 


Club 
Wentworth-by-the-Sea 


Biltmore Hotel Los Angeles 


Hotel Sherman Chicago 
Adelphia Hotel Dallas, Texas 


Hotel President Waterloo 
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Tri-State Convention at Wilmington Sets Records; 
Jewelers Tax Committee Upheld; George Kleitz Honored 


In point of attendance, in number and 
importance of business matters discussed, 
action taken on various topics and gen- 
eral interest, the annual meeting of the 
Maryland-Delaware-District of Columbia 
Jewelers’ Association held in the Hotel 
du Pont, Wilmington, on May 11 and 12, 
is generally conceded to have set new 
records. More than 500 persons attended 
the big banquet, Monday evening. 

Delegates were treated to a fine sym- 
phonic concert by the 100-piece Wilming- 
ton Symphony Orchestra, Sunday after- 
noon. That evening a get-together din- 
ner was followed by a floor show. 

Following the opening address by 
President Sydney Selinger, Washington, 
Monday morning, George A. Fernley, 
secretary of the National Wholesale Jew- 
elers Association, discussed the topic of 
“Wholesaler-Retailer Relations,” pointing 
out that the wholesaler and retailer are 
actually partners in the distribution of 
jewelry and must necessarily work in co- 
operation for either group to attain its 
full measure of prosperity. There fol- 
lowed an interchange of views on the 
subject of Army Post Exchanges and 
ship stores selling to Navy personnel, 
with particular reference to their sources 
of supply for jewelry goods, and con- 
sideration of whether wholesalers could 
help in combating them. 

Charles J. Michaels, Hartford, Conn., 
vice-president of ANRJA, talked on the 
subject of organization and cooperation 
among retailers, pointing out that while 
business associations of jewelry retailers 
can and should have substantially larger 
memberships than at present, the organi- 
zations seeking members must first evolve 
a program of constructive benefit to re- 
tailers if they expect to enlist their sup- 
port. He answered many questions from 
the floor, most of which had to do with 
the technique of credit selling. 

Following a luncheon which was at- 
tended by Mayor Albert W. James, the 
meeting reconvened with Wilson A. 
Streeter, president of Bailey, Banks & 
Biddle, Philadelphia, speaking principally 
on the question of jewelry taxes which 
are now under consideration by the 
House Ways and Means Committee, and 
told of the activities and program of the 
Jewelers Tax Committee. [Reported in 
detail elsewhere in this issue.] 

It was moved and voted that the asso- 
ciation go on record as endorsing the 
recommendations and action of the Jew- 
elers Tax Committee. 

William D. McNeil. executive secretary 
of the Jewelry Industry Publicity Board. 
told of the publicity campaign and urged 
more widesnread support for this im- 
portant activity which operates to the 
benefit of all jewelers. 

Resolutions adopted included appro- 
priations to the Publicity Committee and 
ANRJA, and one of formal record on 
the passing of William Wright, of Wash- 
ington, who had long been a _ leading 
member of the organization. It was also 
voted that the association dues be in- 
creased from $2 to $5 per year per mem- 
ber. Baltimore was selected as the loca- 
tion of the next annual convention. 

George Kleitz, Wilmington, the peren- 
nial general convention chairman and 
wheelhorse of the organization, was elect- 
ed to the newly-created post of honorary 
president with life tenure, with a real 
ovation. 

All other officers were re-elected for 
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Imports During March 


Article Number Value 
Watches and watch 
° . ‘ movements ......... 280,708 $915,231 
another year as follows: Sydney Selinger, wok Gas |... 5s. eed ic 
Washington, president; John J. Minster, Clocks and clock move- ; 
Elkton, and Sydney J. Ross, Baltimore, ments ..-...-..e+0s 259 3,643 
vice-presidents; Millard Braun, Balti- Se oe as 
more, treasurer, and Elwood Davis, Wil- Rough, wencut ail 


.13,031cts. 
mington, secretary. In addition to the Gel, GME oo. ess 17. 


186cts. 1,168,257 
officers, the following were named to Other precious stones— 





the board of directors: Jay Engel, Balti- —— oe werent att 
more; A. C. Mayer, Washington, and Semi-precious stoncs— , 
A. J. Sundlun, Washington. Rough, uncut ...... oe 6,961 
While association members were occu- Cut, unset .......-- 98,988 
pied with convention affairs, the ladies ay eee ical 
were entertained by sightseeing trips to precious stones ... — 4.772 
historical old houses at New Castle in Of opaque, etc. ..... eae 2' 896 
the morning and to the famous Du Pont _ pearls, etc. . sees er 
gardens at Longwood during the after- a settee eees 
noon. Mrs. Howard Collins was chair- CUA. ov one cavcs 11,785 
man of the ladies committee. Cultured or cultivated 74,114 





MOST EVERYONE ATTENDS TRI-STATE CONVENTIONS 





iliar face was snapped by a J.C.-K. staff photographer during the lighter moments of 
eng tn sgt Wilmington. gon here are: I|—Victor M. Bailey, Baynards, Wilmington; eee 
S. Hagstoz and Arthur T. Hagstoz, T. B. Hagstoz & Son, Philadelphia. 2—Bob Culver, Elgin Nationa 
Watch Co. 3—Sydney M. Selinger, Washington, president, and Elwood Davis, Wilmington, secretary, 
Md.-Del.-D. of C. Jewelers’ Association. 4—Theodore W. Dixon, Wilmington, and Howard R. Collins, 
Wilmington, chairman, Registration committee; George N. Stern, Arnstein Bros. & Co. 5—Philip —_ 
Barr Bros., Norfolk; Victor Heiner, Kingoff's, Inc., Roanoke. 6—Howard Ww. Kleitz, Wilming 
chairman, Program committee; M. M. Wells, Wilmington, chairman, Entertainment committee; come 
T. Montgomery, Wilmington, past president; Al Sigmund, Wilmington, past president. 7—Charles . 
Fetter. American Time Products, Inc. 8—A. C. Mayer, Washington, and Arthur J. Sundlun, bores 
past presidents. 9—Ted Franklin and Paul Seibel, Hamilton Watch Co. 10—Harry Goldstein = 
Jack Cambron, Hamilton Watch Co. !l—George Kleitz, general chairman. | I2—Leo Lynch an 
Russell Williams, Waltham Watch Co. 13, 16, 19, 24, 26 show some of the ladies who visited ‘'Long- 
wood Gardens" on the P. S. du Pont Estate. !4—Henry H. Harteveldt, Harvel Watch Co. I5—R. C. 
Linthicum, Buss-Linthicum-Thorson, Inc.; Samuel Mautner, Wolfscheim & Sachs, Inc. _I7—Leon Je Engel, 
J. Engel & Co.; George A. Fernley, secretary, National Wholesale Jewelers’ Association; A. — 
Blustein Co., Inc. I8—E. M. Rosenthal and Philip R. Kolbe, Benrus Watch Co. 20—William Soe 
J. J. White Co. 2I—N. L. Graces, Laurel; Ed Bailey, Alpheus L. Brown; Rufus Wrenn, Internationa 
Silver Co. 22—Andy May, Bill Kersner and Barney Berkes, Bulova Watch Co. 23—Ben Staufenberger, 
Marathon Co., Inc. 25—Alex H. Arnstein, Arnstein Bros. & Co. 28—C. M. Rebok, Manchester Silver 
Co.; Carl Doubet, Jr., Wilmington. 29—Andy Anderson, Ripley & Gowen Co., Inc.; Frank Brennett, 
Alpheus L. Brown. 30—Walter Eitelbach and Harold S. Gardner, of Jewelers' Security Alliance. 3l— 

Pierrepont B. Noyes and Charles Trout, Oneida, Ltd. 
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Witnesses Tell Revamped Wage & Hour Committee 
That Same Minimum Should Apply to all Branches 


Witnesses at a reopened hearing at Washington, on May 19, before a new Jewelry 
Industry Committee were in agreement that they do not want any classifications and 
that whatever wage rate is adopted for the industry should apply equally to the 
precious, semi-precious and low price classifications. The hearing was reopened after 
Wage Hour Administrator Philip B. Fleming had rejected recommendations by a 
former jewelry industry committee that employers be required to pay minimum wage 
rates of 40 cents and 35 cents an hour. The 40 cent rate was proposed for precious 
stones and the 35 cent rate was recommended for other products. 

















The three witnesses at a public hearing 
were Isadore Paisner, representing the 
New England Manufacturing Jewelers & 
Silversmiths Association, Providence, R. 
I.; Herbert S. Greenberg, managing di- 
rector, Watch Case Manufacturers Board 
of Trade, New York, and Samuel Hill, 
research assistant to the American Fed- 
eration of Labor, who appeared on be- 
half of the International Jewelry Work- 
ers Union. 

After the public hearing the committee 
resumed deliberations behind closed 
doors. It was not indicated whether 
further witnesses will be called or wheth- 
er the committee will proceed at once 
to make recommendations to the wage- 
hour division. 

Members of the New Jewelry Industry 
Committee are: 

For the public: Alexander Hamilton 


‘PEEPING TOM' GETS AN EYEFUL 
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Coventry, it will be remembered, is the town 
where Lady Godiva rode through the streets on 
a milk-white steed attired in only a smile and 
her blonde hair while the good townsfolk (accent 
on the ''good'') stayed behind closed shutters so 
as not to see. (We never did believe that part 
of the story.) 

One bolder citizen, so the story goes, peeked 
out between the slats (or whatever they used for 
Venetian blinds in those days, and was forth- 
with stricken blind for his shamelessness. (Noth- 
i oe to Lady Godiva so far as we 
now. 


Anyway, the gent who stole an eyeful was 
thereafter immortalized as "Peeping Tom'' and 
even had a statue erected to him. However, the 
Nazi Luftwaffe that roared over Coventry last 
winter had slight regard for tradition and 
blasted poor ofd "Peeping Tom'"' right out of his 
cozy niche. He wound up, however, in one 
piece, right side up, and across the street, where 
(page Mr. Ripley) he had for a background a 
sign that looks as if it might read ''World Re- 
nowned Watcher,'' which is just about the height 
of appropriateness, or something. 

f course what the sign really says is ''World 
Renowned Watches" this being the store front 
of the Waltham Watch Co., to whom we are 
indebted for this interesting freak photo. (We 
ouselves will have to plead guilty for the gags.) 
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Frey, University of Pennsylvania Law 
School, Philadelphia, chairman; Miss 
Teresa M. Crowley, Carroll Club, Inc., 
New York; C. Emanual Ekstrom, pro- 
fessor of education, Brown University, 
Providence; Robert R. R. Brooks, Wil- 
liams College, Williamstown, Mass.; Dr. 
Harry Shulman, Yale Law School, New 





Haven, Conn.; Mrs. Elizabeth B. Raushi- 
enbush, Madison, Wis. 

For employers: Charles John Simeon. 
works manager, Ostby & Barton Co., 
Providence; Sturgis C. Rice, president, 
Whiting & Davis Co., Plainville, Mass.; 
Rawson Wood, vice-president, J. R. 
Wood & Sons, New York; August Kap- 
pel, president, Fallon & Kappel, Inc., 
New York. 

For employees: Leon Williams, Bronx, 
N. Y., general president, A. J. Gaul, first 
vice-president, Chicago, Erwin Spiegal, 
vice-president, Teaneck, N. J., and Elias 
Berkoff, Bronx, all of AFL’s Interna- 
tional Jewelry Worker’s Union; Morris 
Borodkin, New York, CIO’s Watch and 
Jewelry Workers Union and John E. 
Maurillo, Providence, CIO’s United 
Novelty & Jewelry Workers Union, 
Providence. 











HIGHLY RATED 
PRODUCT 







MILITARY 
INFLUENCE 


>>>> We offer a variety of Sterling Silver 
Novelties in the Military Mode >><< Gifts 
which do justice to the service they signify. 
Ideal for Bridesmaids and Ushers or tokens of 
individual friendship. <<<< 


R. BLACKINTON & CO. 


NORTH ATTLEBORO, MASS. 


ATTENTION 
TO BEAUTY 
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H.I.A. Learns about Defense Registration 


Institute in 21st Annual Session in Washington Told How 
Skills Will Be Classified; Questionnaires Now Going to the 
Craft; Newly-developed Lubricant for Watches Announced. 


With the services of watchmakers re- 
quired in numerous phases of defense 
work, issues arising out of the role to be 
played by watchmakers in the national 
defense program occupied the attention 
of the Horological Institute of America, 
at its 21st annual meeting, held in Wash- 
ington May 18, 19 and 20. 

Readiness to serve the national defense 
program “in any manner that may be 
helpful,” was pledged by H.I.A. in a 
formal resolution. 

President Howard L. Beehler, Lan- 
caster, Pa., who was reelected, pointed 
out that the Institute was organized after 
the last war when it was realized that 
watchmakers and watch repairmen were 
of vital importance to defense. 

The national defense planners have 
been working for some time to insure a 
supply of the best men in the field, and 
took the occasion of the convention to 
announce that a voluminous question- 
naire relative to the qualifications and 
experience of men in the field will be sent 
out to the craft about June 1. 

Specifically, the skills of the watch- 
makers are required for work in time 
fuses, airplane engineering and naviga- 
tion instruments, gun sights, range drums, 
quadrants, bomb sights, anti-aircraft di- 
rectors, height finders, and in all types 
of airplane instruments. 

The questionnaire was proposed in 
order to find qualified men for Govern- 
ment work in these fields, by the National 
Resources Planning Board, National 
Roster of Scientific and Specialized Per- 
sonnel, of the Executive Office of the 
President. Along with the questionnaire 
will go a technical check list, designed 
to show in which of five fields the indi- 
vidual watchmaker has particularly spe- 
cialized. 

Twenty-three separate phases of watch 
and clock-making and repair are listed 
in the technical check list, with specific 
aspects of each, so that registration of 
the watchmakers will give the govern- 
ment a complete list of the available 
skills throughout the country. 

Operation of the registration program 
was explained to the H.I.A. delegates by 
William E. Workmaster, Chief of Proj- 
ect of the National Roster, who paid 
tribute to the Institute for its coopera- 
tion in helping to prepare the technical 
check list. 

Mr. Workmaster declared that as a 
result of distribution of the question- 
naire and technical check list, which he 
described as a breakdown of the general 
fields of specialization into detailed spe- 
cialties, the Government will have a 
“great reservoir” of men with ability in 
highly specialized fields. 

The original idea for the National 
Roster, Mr. Workmaster recounted, came 
from the program of the Royal Society 
of England, which, faced with the emer- 
gency of war, saw the necessity of mar- 
shaling technical and scientific abilities. 

The idea was taken up by the Execu- 
tive Office of the President, which turned 
the task over to the Civil Service Com- 
mission and the National Resources 
Planning Board. With the aid of the 
National Resources Council, Social 
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Science Council, American Council of 
Learned Societies and the American 
Council of Education, the present system 
of registering skilled men has been de 
vised. 

The National Roster, Mr. Workmaster 
said, cannot anticipate the needs of gov- 
ernment agencies in view of the speed 
of the defense program and of the in- 
ability to predict what will be required. 
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As the needs develop, the National Ros- 
ter will be able, when the registration jg 
complete, to supply the names of skilled 
men in particular fields, and will be in 
a position to do so on short notice. 

An elaborate punch card system has 
been worked out by the National Roster, 
through which it is able to sift through 
thousands of specialties and to obtain 
the required information within as short 
a period as between three and four 
hours, Mr. Workmaster said. 

So far, he told the delegates, the Na- 
tional Roster is used only for govern- 
ment agencies, although numerous re- 
quests have been received from private 

(Please turn to page 139) 





No job too small... none too large for the W. & 
field representative. Call on him for valuable assista 
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City Buying Silver Service for Cruiser 

Local civic groups are conducting a 
campaign in Springfield, Ill., to raise by 
yopular subscription, between $2,000 and 
$2,500 for the purchase of a silver ser- 
vice for the new cruiser U.S.S. Spring- 
field. A congressman spoke at a public 
meeting, commending the effort, and J. 
Ralph Tobin and Harry E. Stout, local 
jewelers, gave estimates of the probable 
vost of such services. 

Herman Siegel, preprietor of Robbins, 
Los Angeles, has left on a two months’ 
South Sea Island cruise. Mr. Siegel is 
the dynamic new Los Angeles director 
of the California R.J.A. and the one 
who has taken such a leading part in 
raising the funds for the association’s 
War Chest. 





















Jeweler Attains the Century Mark 


; Frederick William Brooks, retired 
jeweler of Ithaca, N. Y., last month re- 
ceived many congratulations on the occa- 
sion of his 100th birthday anniversary, 
which occurred May 7. In 1903 he re- 
tired from the jewelry business, which 
he entered at the age of 16, and he now 
resides with a daughter, Mrs. George B. 
Weighardt, 1337 Dickerson Rd., West 
Englewood, N. J. 


Gifts of Canadian Pacific Railway 
employees, to buy a modern bombing 
plane for the Royal Canadian Air Force 
have now reached the total of $50,000. 
Gold and family heirlooms mostly jew- 


elry, accounted for many thousands of 
dollars. 





SPECIALISTS IN SHOWCASE TRAYS ° DISPLAYS 
WINDOW PLATFORMS + JEWELRY BOXES 





FOR JUNE, 1941 









350 Wisconsin Jewelers, Guests 
At Milwaukee Convention; 
Renew Cooperative Ad Campaign 


A dinner-dance and entertainment in 
the ballroom of the Hotel Schroeder, 
Milwaukee, attended by more than 350 
jewelers and guests, was the concluding 
event of the 36th annual convention of 
the Wisconsin R.J.A., Tuesday night, 
May 6. 

At the closing business session the 
members elected Henry F. Stecher, Mil- 
waukee, treasurer for the 36th consecu- 
tive time, and A. W. Anderson, Neenah, 
secretary, to serve for the 32nd year. A 
vote of confidence was given all the offi- 
cers by the unanimous re-election of 
President Samuel Dalin, West Allis; 
vice-president, L. M. Nelson, Madison; 
and R. J. Treiber, Appleton; E. R. 
Fuchs, Milwaukee; R. W. Nelson, Madi- 
son; Henry W. Rank, Milwaukee, and 
R. H. Young, La Crosse, directors. 
President Dalin, E. R. Fuchs, H. F. 
Stecher and R. J. Treiber were elected 
delegates to the ANRJA Convention at 
Chicago, in August, with Roy Steller, 
Milwaukee; John Konrad, Oshkosh, and 
Ralph Young, La Crosse, as alternates. 
The 1942 convention will be held in 
Green Bay. 


Carl Zeidler, the singing Mayor of 
Milwaukee, welcomed the jewelers and 
paid high tribute to the business charac- 
ter of the local jewelers with whom he 
worked for the enactment of ordinances. 


E. H. Schewe, Louis Esser Co., Mil- 
waukee, talked about gemology and the 
advantages of a thorough knowledge of 
this department of the jewelry business. 
His talk on the subject was supple- 
mented during the convention by Robert 
Shipley of the Gemological Institute and 
American Gem Society. 


C. I. Josephson, Jr., Moline, Ill., vice- 
president of A.N.R.J.A., discussed the 
jewelry business from an ethical stand- 
point and later pinch-hit for President 
Henry W. Von Unruh of the national 
organization, who was unable to attend. 


A. L. Zeitung, director of flatware 
sales, International Silver Co., gave an 
excellent talk on the “Relationship Be- 
tween Wholesaler and Retailer” and 
urged retailers to cooperate by availing 
themselves of the displays and other 
selling helps provided by manufacturers. 


Among the other speakers were Mau- 
rice Adelsheim, president; S. P. Elam, 
vice-president; and Morton A. Sauer, of 
the Minnesota R.J.A., and Carl Lind- 
quist, president of the Illinois R.J.A., 
who were present to study the success- 
ful organization methods of Wisconsin, 
especially to learn about the district 
clubs and their procedure. 


Most of Tuesday afternoon, following 
an elaborate luncheon tendered by the 
manufacturers and wholesalers of Mil- 
waukee, was devoted to a discussion of 
the state-wide cooperative jewelry ad- 
vertising program. This discussion was 
to be led by Henry W. Rank, chairman 
of the committee, who, because of ill- 
ness contracted recently on a vacation 
trip in Mexico, was not able to attend, 
but his recorded greeting and urge for 
cooperation and support introduced E. 
R. Fuchs, who told of the success of the 
past 18 months. As a result of his ex- 
cellent presentation, more than 100 sub- 
scription pledges were received for the 
next year’s schedule starting Sept. 1, 
1941. 
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Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER &CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 

















In all Schumer-created special 


orders. Send us your specifica- 
tions. We'll submit a design— 


without obligation. 





The SCHUMER BROS. Co. » 
"5 E. Srd St. (Walsh Building) 
CINCINNATI, OHIO. 






INNATI'S LEADING MANUFACTURERS 




















NEW RETAIL ENTERPRISES 








Forrest H. Barnes, Springfield, Colo. 


Beck Jewelry & Optical Co., 301 S. Washington Ave., Lansing, Mich. Charles Hundley, mgr. 
J. Dick Crawford, Room 302, Clark Bldg., Pittsburgh, Pa. 


Dyck Jewelry & Gift Shop, Beaver, Okla. 


Farber’s Jewelry & Silver Salon, 384 14th St., Oakland, Cal. 
Clarence Field. 
Myron E. Freeman & Bro. Co., 210 Broad St., Rome, Ga. 
C. D. Jennings, 39th & Bell Sts., Kansas City, Mo. 
The Jewel Box, 301 Broad St., Rome, Ga. (19th unit). 


Field’s Jewelry Store, Brunswick, Me. 


John Koehn, Gallatin, Tex. 


Gus Farber, prop. 
Henry E. Ragland, mgr. 


Henry Smith, mgr. 


Langer Credit Jewelers, 4540 Main Ave., 'Ashtabula, O. Herman Langer. 
Malvin’s Jewelry Co., 1242 Peck St., Muskegon, Mich. Albert Golden, pres. & mer. 


May’s Jewelry Store, Canton, Ill. W. H. M 


ay. 
The New Noack’s, 1022 K St., Sacramento, Cal. 
Raskins Credit Jewelers, D Ave., Lawton, Okla. 


Stanley F. Lovett, prop. 
(4th unit) 


Robertson Bros. Dept. Store, 209 S. Michigan St., South Bend, Ind. (jewelry dept.) 
Rogers Jewelry Co., 216 E. Lafayette St., Memphis, Tenn. 

Selle Jewelry Co., 502 Central Ave., Little Rock, Ark. Building new store. 

Shoaf Jewelry Co., Chapel Hill & Market Sts., Durham, N. C. Francis & Holland Shoaf. 


Israel Shukow, 2 Columbus Circle, New York City. 
Southern Mfg. Jewelers, 118 Whitaker St., Savannah, Ga. 


David Segall, prop. 


Stanley’s Credit Jewelers, 109 Princess St., Wilmington, N. C. Meyer I. Berlin, mer. 


Edward Stein, 4209 Broadway, New York City. 


Stewart & Formby, Magnolia, Ark. G. M. Stewart & O. C. Formby. 


Richard Van Alst, 327 Broad Ave., Leonia, N. J 
Karl Waas Jewelry & Music Store, Hoquiam, Cal. 


Warner Jewelry Store, 8 W. Fulton St., Gloversville, N. Y. Edward Warner. 


Ralph Weimer, Allegheny River Blvd., Verona, Pa. 
Louis & Harold K. O’Shea and James W. Wellman. 


Wellman-O’Shea, Inc., Huntington, W. Va. 


Williams Jewelry Shop, 115 E. Main St., Watonga, Okla. 
Zale Jewelry Co., 222 N. Mesa, El Paso, Tex. (11th unit). 
Zimmerman’s, Ist & Bridge Sts., Oswego, N. Y. 


H. W. Williams, prop. 
Harry Shain, mer. 


Max & Phillip Zimmerman. 





Jewelers Mutual Insurance 
Increased Coverage By $1,450,000 
Exceeding Campaign Goal 


The annual meeting of the policy hold- 
ers of the National Jewelers Mutual 
Fire Insurance Co. was held at Hotel 
Schroeder in Milwaukee, May 7, follow- 
ing the annual convention of the Wiscon- 
sin R.F.A. Reports of Leonard M. Nel- 
son, president, A. W. Anderson, secre- 
tary, and H. F. Stecher, treasurer, 
showed a very successful year and splen- 
did financial condition. At the annual 
meeting last year President Nelson set 
as a goal for the year a minimum in- 
crease of $1,000,000 worth of insurance 
on the books of the company. Secretary 
Anderson’s report shows a net increase 
of slightly more than $1,450,000. A vote 
of confidence and appreciation was given 
the officers. Three directors whose terms 
expired were re-elected: E. R. Fuchs, 
Milwaukee; J. H. Stouthamer, Milwau- 
kee, and A. W. Anderson, Neenah. 

Following adjournment of this meet- 
ing the directors met and re-elected the 
following officers: Leonard M. Nelson, 
Madison, president; J. H. Stouthamer, 
Milwaukee, vice-president; A. W. An- 
derson, Neenah, secretary; H. F. 
Stecher, Milwaukee, treasurer; I. W. 
Anderson, Neenah, Wisc., assistant sec- 
retary, and G. M. Jeffery, Neenah, un- 
derwriting manager. Other directors are 
J. R. Chapman, Oshkosh; T. J. Dale, 
Kenosha, and J. P. Hess, Fond du Lac. 





lowa R.J.A. Convention 
At Waterloo, Sept. 14, 15 


An inviting entertainment program 
will be enjoyed by Iowa jewelers attend- 
ing the annual convention of the Iowa 
R.J.A., Sept. 14 and 15, at the President 
Hotel, Waterloo. The Boosters Club 


| party will be held at the hotel, Sunday 


night, and the banquet will be held Mon- 
day night at Electric Park, which is 
situated on the outer edge of the city. 
The banquet hall and dance floor has 
been rented for the occasion. There will 
be a floor show. A golf tournament will 
be held Sunday afternoon at the local 
country club. Meetings will be held on 
Monday. 


Michigan R.J.A. Renames Officers 


All the officers of the Michigan R.J.A. 
were re-elected at the closing session of 
the recent annual convention held at 
Jackson, Mich. They are: Paul E. Mor- 
rison, Kalamazoo, president; Orville 
Church, Alma, first vice-president; Al- 
bert Nieboer, Grand Rapids, second vice- 
president; Bert Vandenberg, Grand 
Rapids, treasurer, and Howard Dox- 
tader, Lansing, secretary. 














High est Cul 
Prices paid <r 


Modern and 
A\ntique Jewels 


containing 
Diamonds and Precious 
Colored Stones 


Bids Cheerfully 
Submitted 


VARTANIAN & SONS 
608 Fifth Avenue 
New York 


No Estate Too Large 
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Survey of New England Jewelry Productive Facilities 
Available for Defense Undertaken by N.E.M.J. & S.A.; 
Will Seek, Coordinate War Work, Allocate Sub-contracts 


Recognizing the paramount importance of the national defense effort, the New 
England Manufacturing Jewelers & Silversmiths Association has embarked on a two- 
fold program in order that the jewelry manufacturing industry can best do its part 


in t 


he defense movement and that the individual concerns be shown all of the possi- 


bilities open to them in the way of defense business. 


Following the appointment of a De- 
fense Policy Committee by President 
Frederick A. Ballou, Jr., two major pro- 
posals were made by the Committee, 
headed by Willard A. Ormsbee, of the 
Taunton Pearl Works, and these recom- 
mendations were adopted by the associa- 
tion’s board of directors at a meeting on 
April 25. The two recommendations 
were: 

1. That the association secure adequate 
records of all of the productive equip- 
ment in the industry (to be done in co- 
operation with other agencies for the 
avoidance of all possible duplication of 
effort). 

2. That the association secure the ser- 
vices of a man familiar with the produc- 
tive equipment of the industry to make 
contact with all necessary procurement 
agencies of the armed services and hold- 
ers of certain prime contracts, parts of 
which might be sub-contracted to mem- 
bers of the jewelry manufacturing indus- 
try, this man to route through the asso- 
ciation’s office all opportunities within 
the productive range of the industry, and 
such contracts to be routed by means of 
the record of the productive equipment 
available, to plants within the industry 
best equipped to produce them. The full 
responsibility of bidding and the taking 
of prime contracts or sub-contracts to be 
solely in the hands of each manufacturer, 
the association acting only as coordinat- 
ing agency. 

Later the association announced that 
the committee had secured the services, 
for the time being, of Raymond W. Col- 
ley, for the field work required. The 
new field repre- 
sentative was 
loaned to the asso- 
ciation by Brown & 
Dean Co. The of- 
fice end of the ef- 
fort will be handled 
by Edward O. 
Otis, Jr., executive 


secretary of the 
association 
Materials a Vexing 
Problem 

The New En- 


gland manufactur- 
ing industry now 
finds itself in a 
position where 
most plants are 
busy and expect to be busier but a short- 
age of essential materials and supplies, 
which promises to become more acute as 
the season progresses, has created prob- 
lems for which the industry itself must 
find the solution. 

In view of the fact that the industry 
is now facing metal priorities, inventory 
controls, taxes and a host of other regu- 
latory provisions and that the securing 
of defense orders is surrounded with 
obstacles, the association, in a letter to 
its members, pledges to devote its major 
efforts in the months ahead to place be- 
fore the jewelry makers all possibilities 
for the industry to participate in the de- 
fense effort in an orderly and complete 
manner. 





RAYMOND 
W. COLLEY 


FOR JUNE, 1941 
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The association foresees a_ situation 
where national income will be consider- 
ably increased in the coming years while 
at the same time the volume of con- 
sumer goods production will be sharply 
curtailed and a movement by the Admin- 
istration to discourage the purchase of 
certain consumer goods through the im- 
position of heavy taxes both as a source 
of revenue for the war economy and to 
reduce inflation dangers. The associa- 
tion places itself on record as backing 
the recent pledge of a large section of 
American industry to William S. Knud- 
sen placing the National welfare above 
all other considerations. 

All members of the association will be 
kept fully informed as to the progress 
of the defense committee and reports 
will be made as opportunities to share 
in defense orders arise. Personal inquir- 
ies are welcomed and all possible aid will 
be given to individual concerns seeking 
defense orders, as such efforts are not 
precluded by the association’s program. 

To date the principal delay in delivery 
of metals has included such items as 
nickel—used in many ways in the indus- 





try, including the making of gold-filled 
jewelry, plating and the making of nickel 
silver and high brass, which is difficult 
to obtain because a substantial amount 
of zinc is required in producing brass 
and mill stocks of zine are very light. 
Metal Situation May Improve 

The whole metal situation is highly un- 
certain at the present time although 
there are signs that the supply might be 
more plentiful later in the year. How- 
ever, many observers feel that the pres- 
ent tight situation will continue through 
the usual summer and autumn peak pe- 
riod when by far the larger portion of 
the year’s jewelry output is produced. 
In some instances metal concerns are 
basing their deliveries to jewelry manu- 
facturers on last year’s takings while 
others are shipping a percentage of 
metal ordered. Some New England 
plants report that they are receiving as 
little as 20 per cent of certain metals 
which they have ordered. 

While the general jewelry manufactur- 
ing situation may be called obscure, nu- 
merous plants in this area report that in- 
coming orders are in heavy volume and 
that the immediate business curve is fa- 
vorable. ‘The main concern at this time 
is whether sufficient materials will be 
available to produce the large volume of 
business which current signs indicate is 
in the offing. 





A new corporation, Larkin Store 
Corp., has been formed and has leased 
from the Larkin Co., Inc., large Buffalo 
mail-order house, the premises hereto- 
fore used for the retail store and will 
take over the mail order business and 
liquidate the old firm’s inventories. 
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STERLING CUTOUT 
BROOCHES «xo PINS 


Two more of the "Kreature Kraft" fam- 
ily of $1.00 (retail) Sterling Pins are 
illustrated herewith in actual size. Shown 
in the folder are also the Colt—Sailfish 
—Lion—Spaniel. 
Wholesale distributors. 
names of nearby Wholesalers on re- 
Ask also for Brown & Mills 
Equestrian Pins and other sterling 
jewelry novelties. 
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THE PERFECT SUMMER 
SALES BOOSTER 





BRAXTON 
BELTS 

















Endorsed by 
Dick Powell, 
Paramount 
Star 


WORLD’S ONLY BELT 
WITH DOUBLE-COMFOR 
FEATURE se 


"Reg. U. S. Pot. OF 


A QUALITY BELT 


.. . a belt on which you make a 
REAL PROFIT . . . not just a few 
pennies. And a belt on which you 
can depend for customer-satisfaction. 
Patented inner lining prevents slip- 
ping. 30-days free trial. We redeem 
returned belts. 
$21 per doz. 
Retails $3.00 each 

BUCKLES . . . heavy sterling silver tongue 


buckles with ass’t shields for monogram- 
ming. per doz. $27.00 


SETS ... Cavalier sterling silver and 
gold filled tie and buckle sets in metal 
gift boxes. per doz. sets $21 to $36 


Salesmen: a live line for extra 
money. Write for details. 


Braxton Division 


THE QUEEN CITY BUCKLE “‘<- 


Cincinnati, O. 


Temple Bar Bidg. 


pie 
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Several Remarkable Watch Collections to Be Shown 
At 8th U.H.A. Convention at Duluth, June 22-24 


An exceptional display of rare and intricate timepieces, more technical lectures 
than ever and a streamlined business program which allows for more time for 
entertainment, will mark the annual convention of the United Horological Associa- 
tion of America, which will hold its seventh annual meeting, June 22 to 24, at the 


Hotel Duluth, Duluth, Minn. 


An open golf tournament and “deep-sea” fishing in Lake Superior will be the 


principal diversions. 


Among the speakers scheduled are: 


Ben W. Heald, U.H.A. legal adviser; 
Harrison F. Babcock, past president of 
the Horological Institute of America; 
Edwin C. Schattschneider; W.  H. 
Samelius, dean of Elgin Watchmakers 
College; Frank D. Urie, Elgin Watch 
Co.; Walter J. Kleinlein, Waltham 
Watch Co.; George T. Gruen, Gruen 
Watch Co., and George J. Wild, dean 
of the Bradley Polytechnic Institute. 
Henry Ford’s famous watch collec- 
tion, which demonstrates the evolution 


| 
| of the watch from the Nurenberg age to 








the most modern timekeeper, will be 
brought to the convention under armed 
guard and will be shown in special cases 
of Ford’s own design. Another collec- 
tion, one of the most unusual in the 
country, consisting of over 300 watches, 
most of them in their original solid gold 
cases, will be shown by 77-year-old C. 
A. Tucker, of Lincoln, Neb. Still an- 
other collection will be that of Sgt. 
Leonard, of the U. S. Aeronautical Di- 
vision Instrument Service, Lowry Field, 
Denver, Colo. The movements are_ in 


4 








transparent cases which permit of close 
inspection. The Elgin Watch Co. will 
exhibit working models of clock escape- 
ments from the Samelius collection. In 
addition many small collections and in- 
dividual pieces will be shown. 

Extensive plans have been made to 
publicize these displays to make the 
public of the Duluth area “watch con- 
scious.” The press and the radio will 
urge attendance at a public showing, 
June 23, from 2 to 10 p.m. Three radio 
stations will air announcements and the 
Bulova Watch Co. will devote 16 spot 
announcements to the event for four 
days in advance. One station will have 
its “Roving Reporter” interview Presi- 
dent J. P. Sommer, Pittsburgh, and 
Executive Secretary Orville R. Hagans, 
Denver, for 15 minutes, Sunday after- 
noon, to create interest in the displays. 
Duluth jewelers will distribute 5000 in- 
vitations to their customers. 

There will also be a number of com- 
mercial displays by some of the leading 
watch manufacturers and supply houses. 





‘Convoys' to be Provided Jewelry Salesmen 


As Means of Deterring Hold-ups in Chicago 


Is it necessary to convoy? 

Things have come to such a pass in 
the mid-West that ithe Good and Wel- 
fare Committee of the Chicago Jewelers’ 
Association has worked out an arrange- 
ment with the Chicago police depart- 
ment to “convoy” out-of-town jewelry 
salesmen during their calls on the trade 
of the Windy City. 

If the system, as developed by the 
Good and Welfare Committee in collabo- 
ration with the Chicago police, works 
out as expected it is likely that the idea 
wil! spread to other large cities, mani- 
folding its effectiveness. The Jewelers’ 
Board of Trade immediately circularized 
the trade with an explanation of the pro- 
posal and a plea for cooperation. 

Jewelry salesmen are urged to follow 
the proposed plan: 

(1) Upon arriving in Chicago contact 
Francis V. Healy, of Goldman, Alls- 
house & Healy, attorneys for the Good 
and Welfare Committee. 

(2) If a taxi is needed Yellow Cabs are 
recommended by the Good and Welfare 
Committee. A following taxi is to be 
provided by the salesman for the police 
escort. The cab expense for the police 


& 





guard will be the cnly expense which 
will be incurred by the salesman. The 
police department has specifically re- 
quested that no gratuity be given to the 
special police guard. 

(3) Salesmen must be accompanied by 
special police guard when carrying valu- 
able stocks that are apt to attract or 
induce robberies. 

Business houses are requested by the 
committee to make sure that out-of-town 
salesmen calling upon them. or propos- 
ing to make calls, first contact Mr. 
Healy, and through him arrange for a 
police guard. The committee points out 
that unless firms insist upon the obser- 
vance of this procedure the effectiveness 
of the arrangement may be destroyed. 
The committee goes so far as to urge 
that firms make this procedure condi- 
tional for interviews with salesmen. 

Major J. T. Montgomery, of M. A. 
Meade & Co., Chicago, heads up this 
committee, other members of which are 
Frank Milhening, of J. Milhening, Inc.; 
Albert L. Ellbogen, of Stein & Ellbogen, 
and Robert Stenson, of Juergens & An- 
derson. 





New Registered Jewelers, A.G.S. 


The American Gem Society announces 
the awarding of the title of Registered 
Jeweler A.G.S. to the following members 
during the last month: R. G. Henne, 
Pittsburgh; Edward F. Herschede, Jr., 
of the Frank Herschede Co., Cincinnati, 
and Don Nelson, O. M. Nelson & Sons, 
Madison, Wisc. 

The A. F. Smith Co., Inc., has occu- 
pied the entire second floor of the Or- 
pheum Theatre Bldg., Omaha, Neb., for 
its business in the importation, manufac- 
ture and distribution of jewelry and 
allied lines. 





F.T.C. Coase and Desist Order 


Hamilton Ross Factories, Inc., Chi- 
cago, distributor of chinaware, glassware, 
plated silverware, cutlery and _ other 
merchandise, has been ordered by the 
Federal Trade Commission to cease and 
desist from certain misrepresentations. 
The Commission order prohibits the re- 
spondent from representing that it manu- 
factures the products it sells unless 
and until it actually owns and operates 
or directly controls the plants in which 
such products are made, and directs the 
respondent to cease making the represen- 
tations as found concerning use of the 
term “heavily plated” as applied to plated 
silverware. 
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APRIL JEWELRY SALES AHEAD BY 33 PER CENT 


I NON- REPORTING wes 
INSUFFICIENT DATA 





THE ACCOMPANYING MAP shows in percentages how independent 
jewelry store sales during April, 1941, compared with business done in 
April, 1940. On the basis of reports from 813 stores in 33 states, the amount of 
business done in April, 1941, was 33 per cent larger than that of April, 1940. 


April jewelry store volume ran ahead © 


of the month before by 14 per cent, ac- 
cording to these 33-state reports gath- 
ered by the Current Statistical Service 
of the Census Bureau. 

Something like the full tonic effect of 
the rearmament program is beginning to 
be felt by merchants of jewelry in many 
localities — particularly in areas where 
the industrial expansion has been the 
greatest. In the State of Washington, 
for example, jewelry store sales aver- 
aged 60 per cent ahead of the same 
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South Carolina, Connecticut and Indi- 
ana jewelers registered other outstand- 
ing sales performances, running ahead 
of April, 1940, by 48, 45 and 44 per cent. 
In Ohio and Oklahoma, there were aver- 
age increases of 39 and 38 per cent in 
jewelry store sales. In Portland, Ore., 
the increase averaged 41 per cent, while 
for the whole state of Oregon and for 
Wisconsin there was an average better- 
ment of 37 per cent. 

Other city averages, 


not previously 
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month of 1940, and Seattle jewelers who mentioned, were: Chicago, plus 20 per Attractive dis- 
report their sales data to the Census cent; Los Angeles, plus 14 per cent; St. a d FREE 
Bureau increased their volume of busi- Louis, plus 34 per cent, and San Fran- pda : : 
ness by an average of 91 per cent. cisco, plus 25 per cent. Blue mirror 
| | back to focus 
| | attention on 
‘500 handsome a 
FLT LiL cane 
| A WONDERFUL item for wedding 
RETAIL JEWELRY SALES { 400 gifts . . . anniversaries . . . bridge 
Month by month for past four years prizes . . . showers... . whenever an 
i unusual gift is-desired. 
Taking January, 1938, as 100: : 
Sales for April, 1941 153.0 For holding roast or fowl 
an a een 1 ¥ while carving or taking 
Sales for April, 1940, were 115.3 500 from oven. 
Sales for April, 1939, were 102.2 PRICES STILL THE SAME... 
Sales for April, 1938, were 98.6 | IN SPITE OF CONDITIONS. 
200 Chrome finish $12.00 doz. 
Retails for $1.75 each 
pees Quadruple silver plate $24.00 dor. 
—_— ———— 7 Retails for $3.50 each 
% T A Nene ye Ngee es 
1940} _——— oot — 11938 | wil coe ener Salesmen: here’s a chance to 
I RPT Siena 100 pick up extra money. Write 
us for details. 
| Karvit Division 
JAN. FEB MAR. «APR. «MAY «JUNE-JULY. AUG.» SEPT. «=—s«OCT.«SsNOV._—sCOECC . THE QUEEN CITY BUCKLE MFG. CO. 
‘ TEMPLE BAR BLDG. CINCINNATI, ©. 
MARCH EMPLOYMENT IN JEWELRY, WATCH, SILVER MANUFACTURING PLANTS 
(1923-1925—100) 
March March March March March March March 
1935 1936 1937 1938 1939 1940 194] 
Jewelry at aah 74.0 74.0 86.8 83.6 89.3 92.3 104.0 | 
Silverware & plated ware ........ 59.9 56.8 65.3 63.8 69.0 70.2 79.8 | 
Clocks, watches & time recording | 
devices 78.1 90.9 106.4 85.9 83.6 90.9 110.7 
(Source: U. S. Bureau of Labor Statistics.) 
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THE OPENING OF OUR 
PACIFIC COAST OFFICE 


704 MARKET STREET 
SAN FRANCISCO, CAL. 


Mr. Henri Duizend, 
who has been associated 
with us for many years, 


will personally be in 


charge of this office 


LOMMY, SC. 


IMPORTERS ANO CUTTERS OF 


2 WEST 46th STREET . NEW YORK 
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Leading Jewelry Credit Men 
To Participate in Session 


At National Conference 


The Federal Reserve Board’s plan to 
curb instalment selling of automobiles 
furniture, jewelry and other expensive 
items to prevent inflation and to aid the 
defense program, will be freely discussed 
at meetings of the Jewelry Group Ses- 
sions of the 29th Annual Conference and 
Credit Sales Forum of the National Re- 
tail Credit Association, June 16-19, at 
the Hotel New Yorker. 

More than 2000 credit men and execu- 
tives of 1500 firms, representing 60 busi- 
ness, industrial and commercial classifi- 
cations in the United States are expected 
to attend the biggest convention of credit 
men ever held in the country. 

Because of tremendous national inter- 
est to business, the convention proceed- 
ings, Mr. Buckeridge announced, will be 
open to firms and individuals, whether 
members of the National Retail Credit 
Association or not. 

Inasmuch as the Federal Reserve 
Board considers itself the logical agency 
for controlling instalment. credit because 
the activity would tie in with its general 
credit regulation activities in the mone- 
tary and banking fields, experts in credit 
selling to consumers are avidly watching 
the developments in Washington. 

Scheduled group sessions of the 
Jewelry Division are under guidance of 
R. L. Akins, of A. A. Everts Co., Dallas, 
‘Texas, national chairman of the Jewelry 
Group, assisted by Albert S. Kerby, of 
Hardy and Hays Co., Pittsburgh, Pa., as 
national co-chairman, and by two New 
York co-chairmen, Henry Lambert, 
lambert Bros., and William Wagner, 
executive secretary, Associated Credit 
Jewelers of New York and New Jersey. 

Hugh O’Rourke, of William Wise and 
Sons, Brooklyn, N. Y., will speak on 
“The 90-Day Deferred Payment Plan”; 
Arthur Fatt, of the Grey Advertising 
Agency, New York, “How the Jewelers 
Can Better Prepare Themselves to Meet 
Present Conditions”; Ben H. Natchez, 
comptroller, Finlay-Straus, Inc., New 
York, “Work of a Controller in a Mod- 
ern Instalment Jewelry Business”; C. M. 
Bradbury, general manager, Royal Dia- 
mond and Watch Co., and president of 
the Associated Credit Jewelers of New 
York and New Jersey, Inc., “Attitude of 
the Federal Government Toward Instal- 
ment Business,” and William Wagner, 
“Can an Instalment Jeweler Be a Cash 
Jeweler.” 

T. Albert Potter, president of the 
Elgin Watch Co., will speak on “The 
Watch Industry and the Rearmament 
Program,” and Charles TT. Evans, 
A.N.R.J.A. secretary will give a_ talk 
on credit problems of the jeweler. 

Open forum discussions will follow all 
talks. 

The Instalment Furniture, Electrical 
Appliances, Musical Instruments, Tires 
and Auto Accessories Groups will join 
with the Jewelry Group in a joint pro- 
gram, Wednesday afternoon. Many of 
the other groups have left out specific 
plans for that afternoon in order that 
delegates may attend this important in- 
stalment session for which the main ball- 
room of the Hotel New Yorker has been 
engaged. William Wagner will be one 
of the speakers at this session, having as 
his topic, “Wage Assignments, Garnish- 
ments, Confessions of Judgment, Guar- 
antor and Continuing Guarantees.” 
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The name of the firm formerly known 
as Goudeket Heitel Kelbert, Inc., at 608 
Fifth Ave. has been changed to the 
Kelbert Watch Co. 

Vartanian & Sons, manufacturers and 
importers of diamends and _ precious 
stone jewelry, occupied new offices at 
608 Fifth Ave. on May 1. 

Ernest S. Heller, of L. Heller & Son, 
411 Fifth Ave., has just returned home 
after a six months’ stay in the Orient, 
where he visited the pearl and stone 
markets. 

The Friedman Gem Co., 71 Nassau St., 
headed by Isidore Friedman who was 
formerly connected with S. Nathan & 
Co. for some 20 years, is celebrating its 
first anniversary. 

q James J. Wilson, former assistant dis- 
trict attorney of New York, who suf- 
fered a fatal heart attack in a subway 
station, on May 13, was known in the 
jewelry trade of the city through his 
prosecution of commercial fraud cases. 
Mr. Wilson handled the first prosecutions 
under the state second-hand watch law. 

The Apex Watch Co., 30 E. 45th St., 
has doubled its former floor space and 
now occupies the entire 16th floor of the 
building. New machinery and equipment 
has been installed in the daylight fac- 
tory, and the offices have also been newly 
furnished. This is now one of the larg- 
est watch case factories in the metropoli- 
tan area. 

q Miss Emily Jaeger, of Queens Village, 
won a book on color as the victor in a 
quiz conducted by Jaques Bustanoby, 
of Devoe & Reynolds Paint Co., who 
talked on “Color” before 25 members of 
the New York and New Jersey chapters 
of the American Gem Society, May 14, 
at the Winthrop Hotel. The meeting 
wound up the 1940-41 season for the 
New York chapter. 

q Ernest Pritchard has now returned 
from a four months’ stay in Palm Beach 
where he was associated with the Florida 
branch of Frank S. Hartley, jeweler at 
1 E. 57th St. The warm climate was 
nothing new to Mr. Pritchard, who, after 
leaving Hunt & Roskell, in Bond St., 
London, was appointed general manager 
of Mappin & Webb’s jewelry store in 
Rio de Janeiro, Brazil. 

q Arthur Marotti, of Arthur Marotti & 
Bro., 1 Maiden Lane, manufacturers of 
platinum-diamond jewelry and_ special 
order work, last month celebrated his 
25th anniversary in the jewelry business. 
Associates and friends gavé him a small 
reception and employees presented a 
basket of flowers. Mr. Marotti was fore- 
man at one time for Joseph H. Meyer 
Bros., pearl importers. He launched his 
own business in 1916. 

q Jimmie Theise, genial representative 
of the Acme Ring Co., as chairman of 
the Social Welfare Committee of the 
Jewelers Square Club is already making 
plans for Ladies’ Night, which won’t 
be held until Election eve. The club 
held its last meeting until October, last 
month. Recently installed officers are: 
Harry J. Bromley, president; Sam 
Dorsky, vice-president; Harry Smolin, 
secretary-treasurer, and Louis Snyder, 
Sergeant-at-arms. 

q The annual golf outing of the 24- 
Karat Club of New York will be held on 
Tuesday, June 24, at the North Shore 
Country Club, Long Island. The club at 


FOR JUNE, 1941 





NEW YORK | 


its last monthly meeting, May 5, 
amended the by-laws, requiring that 
anyone proposed for membership must 
be a citizen of the United States and en- 
gaged in the jewelry or kindred business. 
Another amendment ratified calls for 
regular meetings of the directorate on 
the first Mondays of March, May, Sep- 
tember and November. P. Irving Grin- 
berg, vice-president, occupied the chair 
in the absence of Edward H. Krehbiel, 
president. 

q Mrs. Jean Jellicoe, curator and owner 
of the Wheeler collection of antique 
watches, considered one of the finest col- 
lections in the world, embracing practi- 
cally the whole development of watch- 
making from its inception, addressed 
a capacity audience at the May meet- 
ing of the Horological Society of New 
York. Mrs. Jellicoe who terms herself 
“Mother Time,” used colored slides in 
her talk in which she shed much light 
on the Nuremberg Eggs and other fasci- 
nating watches, through which she traced 
developments in horology. Max J. 
Schwartz, Brooklyn, a member of the 
society was congratulated on his elec- 
tion to the presidency of the New York 
State Horological Association. He out- 
lined the program of the state group 
for the coming months. President An- 
drew Park appointed a committee com- 
posed of R. Salomon, Mr. Schwartz, Mr. 
Sasek and J. L. Roehrich to meet the 
Advisory Board on Trade Education of 
the city Board of Education, for the 
purpose of establishing a class for trade 
extension training in watch- and clock- 
making. Among the guests were: Robert 
A. Franks, Jr., of Franklin Institute, 
Philadelphia; Prof. Carlos De Zaffra, of 
New York University and Curator of 
the James Arthur Clock Collection; Jos- 
eph J. Messina, of the New York School 
of Industrial Art; and Harry Van Laar, 
president of the New Jersey Watch- 
makers Association. 





Stone Dealers Closed Saturdays 

The members of the Precious Stone 
Dealers Association will close their 
places of business in New York City all 
day on Saturdays during June, July and 
August, from Decoration Day until 
Labor Day. 





S. Nathan & Co. Inaugurates 
Rockefeller Center Offices 
With Party for the Trade 


Handsome and spacious new offices, 
befitting a progressive firm with a record 
of more than 40 years of service to the 
trade, occupied by S. Nathan & Co., Inc., 
on the fourth floor at 610 Fifth Ave., 
Rockefeller Center, New York, were 
auspiciously opened to the trade on Sat- 
urday, May 17, when Leo Nathan, presi- 
dent, and his staff played host to more 
than 300 persons at a cocktail party. 

While the sales and executive offices in 
the new location will be most accessible 
to the uptown jewelry trade the old 
establishment at 71 Nassau St., one of 
the most familiar spots in the Maiden 
Lane district since 1906, is being main- 
tained for the jobbing and lapidary de- 
partments. The business when founded 
more than four decades ago by S. 
Nathan, father of Leo Nathan, the pres- 
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Whitelaw Brothers ; 
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t 48 West 48th St., New York, N. Y. 








BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklases lengthened and restrung. 


DOUBRAVA CO. 


12 John St., New York City 








SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 














FRIEDMAN GEM CO., INC. 


ROYAL MARCASSITES | Sizes 1 to 12 
CULTURED PEARL NECKLACES 
ZIRCONS Wels sot Bes Fore’ 
CHINESE JADE 


71 Nassau St. New York 





eContracts Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., N.Y. 








Grarr, WaAsSHBOURNE & DuNN 
FINE SILVERSMITHS 


SPECIAL ORDERS 
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NEW YORK 














“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


(f eo a als 
LOEUA Thetsli 








OMEGA 


THE WATCH OF WORLD 
PRECISION RECORD 


DISTRIBUTORS 
NORMAN M. MORRIS 
WATCH CORP. 
608 Fifth Ave. New York 











ENCRUSTERS 


STONE RINGS ENGRAVED 
e CRESTS @ DRILLERS 
@ COATS-OF-ARMS @ GEM CUTTERS 


@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York, N. Y. 
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PD LADIES’ PLATINUM 
8} & GOLD MOUNTINGS 
j/ Solitaire - Wedding - Fany 
GENTS' RINGS 
Plat. & Gold 


JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 W. 47th ST. 
NEW YORK, N. Y. 
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THEODORE MOED 
Broker in 


CUTTABLE AND INDUSTRIAL 
DIAMONDS 


Also buying and selling crush- 
ing bortz and diamond powder. 





93 Nassau St., New York 

















Genuine ZIRCONS | 
BIRTHSTONES | 
CULTURED PEARLS 


MAX STERN & CO. 
17-23 John St. N. Y. City 














= PATENT YOUR IDEA 


send a Sketch or Mode! 
of your invention for 


ADVIC 
FREE {7 wAnoy BATE! 


Pat. Off. records searched 
for "ANY Invention or Trade Mark 


RCH CROWN TAGS 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 





































VIBRATING 


Of all Precision, Normal, 
Abnormal, Flat, Breguet 
and non-magnetic Hair- 
springs. 24 Hour Ser- 
A trial order will convince you of our 





vice. 
Quality work. 


UPTOWN HAIRSPRING SERVICE 


10 W. 47th Si. New York, N. Y. 


“JADE” 
“The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


Cninese Gems Co 


20 West 47th St. 








New York 
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| during the initial quarter of 1940. 


ent head of the firm, and his brother, 
the late Maurice Nathan, who had long 
been connected with the business, was 
just a few doors away at 65 Nassau St. 

Sam Leichter, who has been with the 
company for about 20 years, will be 
in charge of the jobbing division down- 
town, while Mr. Nathan will have _ his 
headquarters at the uptown office, there- 
by assuring maximum attention to the 
needs of both local and mail order trade. 
The firm also maintains a branch office 
for the New England trade at 40 Foun- 
tain St., Providence 

Six lapidaries are now busiiy engaged 
at the Nassau St. address and others 
are expected to be engaged in the near 
future in order to meet the ever-increas- 
ing volume of orders. The diminution 
of shipments from abroad of polished 
stones in many categories is placing a 
greater demand on the American lapi- 
daries. 


U.S. Imports of Industrial Diamonds 
63°, Higher in First Quarter 

Not included in J.C.-K.’s study of gem 
imports, starting on page 75 of this issue, 
are facts concerning industrial diamonds, 
now so vital a part of our defense pro- 
gram. 

Such imports, during the first three 
months of 1941, gained 63 per cent in 
comparison with the same period of 1940. 
From all countries we imported 531,215 
carats valued at $2,032,177, as against 
168,814 carats valued at $1,251,788 during 
the first quarter of last year. 

The Union of South Africa continued 
as the major supplier, furnishing 482,466 
carats valued at $1,707,880, in compari- 
son with only 95,757 carats at $1,251,788 
The 
Belgian Congo, this year, was our next 
most important supplier, in terms of 


| quantity, furnishing 23,601 carats worth 
| $32,845; but Brazil was the source of 18,- 








534 carats valued at $215.060. 

At least in part, the higher value per 
carat of the Brazilian industrial diamonds 
may be attributed to extensive German 
purchases. 

In addition to countries previously 
mentioned, the United States also ob- 
tained industrial diamonds during the 
first three months of the cufrent year 
from British Guiana (4749 carats valued 
at $42,324) and from Venezuela (1865 
carats valued at $33,068). 





Watch Jewel Imports Rise 


Imports of jewels for watch move- 
ments and other precision mechanisms 
doubled in value and added a third to 
their quantity during the first three 
months of 1941, compared with the same 
period of 1940. 

Switzerland, this year, supplied 33,104,- 
611 jewels worth $716,396. During the 
same quarter of last year, France fur- 
nished 109,930 jewels valued at $1.377, 
Italy 392,110 jewels valued at $6,376, and 
Switzerland 20,500,999 jewels valued at 
$367.271, for a total of 21,003,039 jewels, 
worth $375 024. 

John Rich last month observed the 
83rd anniversary of his jewelry business, 
in Pairesville. Ohio, which was started 
by his father. The store has been at its 
present location since 1866. 

Elgin Nedieesl Watch Co., Elgin. IIl., 
has been awarded a $93,620 contract for 
stop watches to be used by the Navy. 
It also received an $11,025 contract from 


| the Navy for Elgin Timers. 











New York State R.J.A. 
Endorses Proposals 
Of Trade's Tax Committee 


High in the order of importance of 
business transacted by the New Yor 
State R.J.A., which met in Newburgh, 
May 19 and 20, was a resolution endors. 
ing the views presented by G. H. Nie. 
meyer in behalf of the Jewelry Industry 
Tax Committee before a recent hearing 
of the Ways and Means Committee of 
the House of Representatives in Wash- 
ington, as set forth elsewhere in these 
columns. The resolution specifically Op- 
posed a tax on sales by manufacturers as 
being uneconomically “unsound and tend- 
ing ‘to build up an inventory with tay 
included with its many attendant dan- 
gers, and expressed approval of. the 
principle of a low rate of taxation at the 
point of final retail sale. 

Other resolutions condemned _promo- 
tional patterns in sterling silver flat- 
ware; opposed the excessive numbers of 
new patterns in both sterling and plated 
flatware; deplored the establishment of 
retail resale prices by manufacturers 
without consideration of costs of. retail 
distribution; condemned the _ sale by 
Army, Navy and Marine stores to others 
than enlisted men, of other goods than 
daily necessities for men in the service; 
and urged members in purchasing to in- 
sist upon goods stamped with quality 
markings and registered trademarks. 

The committee on wholesale-retailing, 
headed by Alfred Morell, reviewed the 
work that has been carried on by the 
state and national associations on_ this 
subject, pointing out that despite the 
catalog sale used by so-called industrial 
jobbers, both the number and proportion 
of jewelry items in them are greatly less 
than ten years ago. 

The Legislative Committee, Russell G. 
Scheer, chairman, reported the defeat of 
the Factor’s Act which was discussed at 
the time in these columns and also sum- 
marized the recent legislation regulating 
the practice of installment selling in 
New York State. 

Officers elected for the ensuing 
are: Alfred Morell, New York, presi- 
dent; Fred W. Roedel, Utica; Horace 
Seaman, Albany; Martin J. Engelbert, 
Rome; Ernest W. Frost, Syracuse; Ken- 
neth I. Van Cott, New York; Phineas 
Peters, Brooklyn; Thomas F. Kavanagh, 
Newburgh, and Malcolm Campbell, Can- 
andaigua, vice-presidents; E. Lathrop 
Sunderlin, Rochester, secretary, and 
Russell E. Brigham, Oneonta, treasurer. 
Additional members of the executive 
committee are the five most recent presi- 
dents of the association: LeRoy M. 
Campbell, Canandaigua; Samuel Feld- 
man, Brooklyn; Edward M. Baringer, 
Gloversville; Russell G. Scheer, Roches- 
ter, and Leon S. Davis, Binghamton. 

Monday, May 19, was given over to 
talks and discussions of various mer- 
chandising problems of the retail 
jeweler, with the annual banquet being 
held Monday evening. Tuesday morning 
was devoted to the transaction of asso- 
ciation business. 
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WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
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NEWLY-ELECTED OFFICIALS OF WASHINGTON STATE JEWELERS 
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Officers elected at the annual convention of the jewelers of the Evergreen state, posed for the photog- 
rapher atop the Hotel Winthrop, the convention headquarters, in Tacoma. Shown are: Seated, |. to r., 
Armand Jessop, San Diego, Cal., regional ANRJA vice-president; L. H. Burnett, Tacoma, first vice- 
president; Jerry Cundiff, Walla Walla, president; W. H. Mahncke, Tacoma, second vice-president; back 
row, John Penn Fix, Spokane; Noyes Talcott, Olympia; H. A. Arold, Seattle; Guy Funk, Wenatchee and 
Simon Burnett, Seattle, trustees, and Dr. W. J. Hindley, Spokane, secretary-treasurer. 


Stop ‘Short-Circuiting' Retailin 
Washington R.J.A. Protests 
To Roosevelt, Stimson, Knox 


After a thorough exploration of the 
matter of trade-diversion, members of 
the Washington R.J.A., at their annual 
convention, at ‘Tacoma, April 21 and 22, 
were so impressed with the tremendous 
damage being done to the whole retailing 
structure of the country that they ad- 
dressed their views on the matter in 
telegrams to the President, the Secre- 
taries of the Army and Navy and to 
five jewelry conventions then in session. 

The messages requested that “orders 
be issued to make Post Exchanges and 
Ship’s Service Stores comply _ strictly 
with Army and Navy regulations re- 
stricting sales to merchandise required 
actually in the military and naval estab- 
lishments.” 

Edward N. Phelan, manager of the 
Seattle Retail Trade Bureau, speaking 
on “Short-circuits in Modern Retail Dis- 
tribution,” cited figures showing that 
over a billion and a half dollars worth 
of goods are being sold direct to the 
consumer through co-operatives, indus- 
trial unions, post exchanges, army can- 
teens, ships’ stores and commissaries. He 
pointed out that with more than a mil- 
lion men now in armed service the 
amount was increasing every day, but 
that the most serious thing is not so 
much the present loss of sales to retail- 
ers but the fact that when all of these 
men return to civil life they will have 
become accustomed to the benefits of 
buying at “discounts,” and will make 
every effort to make all their purchases 
at “wholesale” instead of patronizing the 
retailer, 

A challenging message was read to the 
convention from its member who is now 
a member of the U. S. Senate, Mon C. 
Wallgren, who pledged his own loyalty 
but made a plea for a greater member- 
ship support of the state and national 
associations so that any claims he might 
make before Congressional committees 
would be backed up by most of the 
State’s jewelers. 

President M. M. Cohen, Spokane, 
warned of the dangers ahead for the 
trade in the defense effort, and pleaded 
for more ethical practices in the trade. 
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Dr. W. J. Hindley, who was reelected 
for his 18th consecutive year, reported 
a nice cash balance in the treasury. 
Armand Jessop, San Diego, Gal., re- 
gional ANRJA vice-president, was guest 


of honor, and from his rich experiences | 


as a jeweler, both in this country and 
abroad, gave the convention a conception 
of the place of the jeweler in the social 
system. 

One meeting was devoted to a pro 
gram on “State Unity,” at which ad- 
dresses were made by Chapin D. Foster, 
a member of the State Progress Com 
mission, and Mayor Harry P.. Cain. 

The election resulted as follows: Jerry 
Cundiff, Walla Walla, president; L. H. 
Burnett, Tacoma, first vice-president; W. 
H. Mahncke, Tacoma, second vice-presi- 
dent; Dr. Hindley, Edmonds, secretary 
treasurer, and M. M. Cohen, Spokane: 


H. F. Arold, Simon Burnett, Seattle; | 


Guy Funk, Wenatchee, and Noyes Tal 
cott, Olympia, trustees. 

Entertainment was arranged by the 
Tacoma Jewelers, under the direction of 
Art Gunderson. 


They're in the Army Now 


Charles W. Smith, junior partner of 
Smith & West, retail jewelers in the 
Lincoln-Liberty Bldg., Philadelphia, was 
called for military training, April 5, and 
is now at Fort Bragg, N. C. 

John D. Smith has left his position as 
attorney in the legal department of 
Oneida, Ltd., for military duty and was 
inducted on May 12. He had been with 
Oneida since June, 1938 and during that 
time was especially active in the legal 
aspects of resale price maintenance 
under Oneida’s fair trade contracts. 

Promoted from second to first lieuten- 
ant, Hersh Druxman, Seattle jeweler, 
last month visited his father, Harry 
Druxman, leading jeweler of Seattle, 
and many friends in and out of the 
jewelry trade. Lieutenant Druxman ar- 
rived by plane for the visit on a 10-day 
furlough. After graduating from the 
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Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“22 years at the same 
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JOSEPH SLOVES 


Refiners Assayers 


149- Canal St., New York City 
Lic. No. NY-5R13-415 














University of Washington he entered the | 


jewelry business, but answered the call 
to arms and recently attended the Fort 


Benning infantry school in Georgia, | 


where he was promoted and assigned to 
Camp Walters, Texas, to be instructor 
of heavy weapons. 


A LINE FOR JEWELERS 


500 pieces of handmade sterling silver—men’s, women’s 
and children’s jewelry, gadgets, novelties and table 
accessories. Successfully promoted by leading jewelers. 
Each piece available with raised monogram. Heavy, 
modern, and beautifully handcrafted. Retail from 
$1.50 ta $50. Catalog on request. 


LEONORE DOSKOW 
SILVERSMITH 49 West 27th St., N. Y. C. 
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— WATCH REPAIRING — 
For the Trade 
Prompt Accurate Service 
EXCHANGE WATCH REPAIR CO. 


155 CANAL ST. NEW YORK 
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ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 











ELGIN & BELMAR 


a WATCHES 


LOUIS SICKLES 


1015 Chestnut St., Philadelphia, Pa. 
Wholesale Distvibutorstothe 1lrade” 








Z'BNKIETON 


HAND MADE 
IRIDIUM PLATINUM MOUNTINGS 


F. X ZIRNKILTON 24,24i2748Tx 


PHILADELPHIA 











Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 


805 Sansom Street « Philadelphia 


BYARD F. BROGAN 
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19 pumonps: ue alle 4) 
Elgin—Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 
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PR galae 
Our 1940-1941 Catalog 
FEATURING 
Swiss and American 
Genuine Watch Materials 
Watch Cases—Watch Bracelets 
Watch Straps—Tilmore Watches 
SEND FOR YOUR COPY 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


134 $. 8th St. Philadelphia, Pa. 
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PHILADE 


q Ben Wolfberg, of I. Dubrow, Inc., Jew- 
eler at 618 South St., is most proud of 
his twin daughters, born May 6. 


q Jack Gordon, popular figure on San- 
som St., was back last month after a 
two-month absence due to illness. 


q David Packman, 717 Sansom St., was 
married to Miss Friedel Heilbrum May 
14. The couple left for a wedding trip to 
Niagara Falls. Joseph Kalodner, of 726 
Sansom St., and Miss Ruth Cooklyn were 
married May 4. 

q.A_ reproduction of a 14th century 
cathedral lantern has been hung in the 
entrance to the new Fred J. Cooper 
store at 109 S. 13th St. Made of stained 
glass and hand-wrought copper, the 
“jeweled lantern” attracts considerable 
attention from passersby. 

q Substantial benefits have been reaped 
by the Philadelphia Horological Guild 
from the annual convention of the Horo- 
logical Association of Pennsylvania, to 
which the guild was host last March, 
H. R. Pedrick told the local unit at its 
monthly meeting in the Franklin Insti- 
tute, May 6. The meeting stimulated con- 
siderable interest among watchmakers in 
the Philadelphia area and as a_ result 
several new members have been obtained 
by the guild. Three guild members were 
appointed a committee to plan for edu- 
cation features for meetings. 


q The Philadelphia R.J.A., formed 
nearly two years ago to combat catalog- 
house selling, was given permission on 
May 12 to change its title to the more 
descriptive one of Retail Jewelers’ As- 
sociation of Eastern Pennsylvania. An 
early start on plans for the second an- 
nual dinner dance has been made. A\I- 
though the event will not be held until 
Oct. 16, work for the affair already has 
begun in an attempt to bring the atten- 
dance to the 1000 mark or more. At a 
recent meeting Phillip Kind, of S. Kind 
& Sons, was appointed chairman of an 
arrangements committee with Myer 
Barr, of the Associated Barr Stores, 
vice-chairman. 





Le Stage Finishes 25 Years 
Without Industrial Accident 


Le Stage Mfg. Co., North Attleboro, 
has been accorded a high honor by the 
Liberty Mutual Insurance Co., Boston, 
for its fine safety record of 25 years 
without an accident. According to the 
Insurance company this is an outstand- 
ing achievement which they are com- 
memorating by the presentation of a 
bronze plaque. The Le Stage Co. is 
known as one of the steadiest employers 
in the industry and its plant is complete- 
ly modern throughout. 





Ludwig & Hunter recently moved its 
Shippensburg, Pa., store to 84 W. King 
St. This firm’s original store in Cham- 
bersburg, Pa., which was established in 
1877, is still at 121 S. Main St. 





The entire stock of the E. O. Peterson 
Jewelry Store, Elgin, Nebr., has been 
purchased by the Marker Jewelry Co., 
Boulder, Col. Mr. Peterson was in busi- 
ness in Elgin for over 40 years. 








Sansom Street Businessmen's 
Dinner Attended by 285 


The 29th annual banquet and election 
of officers of the Sansom Street Bugj- 
nessmen’s Association was held at the 
Benj. Franklin Hotel, May 8, with 285 
members, friends and wholesale and re. 
tail jewelers in attendance. 

A roast beef dinner and a 10-act floor 
show were among features of the pro- 
gram. John B. Kelly, Philadelphia City 
Democratic chairman, was the principal 
speaker of the evening, and greetings 
were brought by Sgt. Jacob Gomborroy, 
of Philadelphia detectives, and Judge 
Nochem Winnet. 

William J. Pickens, of George Mayer 
& Co., opticians, at 111 S. 8th St. was 
clected president, succeeding Samuel 
Lashof, who declined to run again after 
serving three terms. Non-jewelers jn 
the Sansom Street area are also mem- 
bers, but Mr. Pickens is the first man 
outside the jewelry industry to be 
elected president in several years. Mr, 
Lashof was presented with a handsome 
leather brief case by John M. J. Cos- 
tello, past president. 

Michael Orloff, former president of 
the defunct Sansom Street Young Men’s 
Business Association, was elected vice- 
president. Irwin I. Margolis and Joseph 
B. Bechtel were re-elected secretary and 
treasurer, respectively. 

Past presidents named to a_newly- 
created honorary board of directors are 
Arthur T. Hagstoz, Charles Deisinger, 
Michael Ballen, John M. J. Costello, 
Harry Gordon and Mr. Lashof. Diree- 
tors, most of whom were re-elected from 
last year’s board, are: Harry Leibowitz, 
David Jacoby, David Atlas, Paul Dre- 
her, Samuel Cohan, Joseph F. Glass, 
Frank Himmelfarb, H. N. Hinde, Alex 
Lopatin, Josef Milner, Isaac Shifren, 
Robert Shifren, William McMenamy, 
Julius Windner, R. W. Smullens and 
Bert Kern. 

Mr. Milner was toastmaster. 


Canadian Trade Buying Planes 

Two Hurricane fighters are to be the 
contribution of the Canadian Jewelers 
Association to the Empire in its strug- 
gle with Germany. The association has 
instituted a drive for $50,000 for the 
purchase of the two Canadian-made 
planes. Every cent contributed will go 
for the purpose intended as the C.J.A. 
is defraying all campaign expenses. 











BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘Your 
Future and Our School” 
JOHN J. BOWMAN, Director 
Bowman Bldg., Lancaster, Pa. 








College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


p.,froad and Somerset Streets 
PHILADELPHIA, PA 


Philadelphia 
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4 Baird-North, Providence retail jewel- 
ers, have announced plans to move from 
their present location on Weybosset St. 
to new quarters in the Lapham Bldg., 
Westminster St., in the heart of the city. 
T. & R. Jewelry Co. has taken out a 
building permit for the construction of 
a two-story addition, ot brick, to its 
lant at 428 Kinsley Ave., Providence. 
The addition, 50 by 60 feet, will be used 
for manufacturing purposes. 
q As of May 7 the New England Manu- 
facturing Jewelers & Silversmith Asso- 
ciation’s Publicity Committee, under the 
leadership of Edgar E. Baker, had 
solicited a total of $5464, somewhat less 
than the quota set for this district, for 
the Jewelry Industry Board. The asso- 
ciation is confident that when all the 
returns are in the quota will be filled. 
q Following the declaration of a state 
of emergency by Gov. McGrath, of Rhode 
Island, a Defense Counsel of 11 men was 
named, including Rep. William G. Lind, 
head of the well known findings concern 
of T. W. Lind Co. The defense council 
will act to co-ordinate Rhode Island’s 
industrial defense program with that of 
Federal Government and with the work 
of similar councils in other States. 
q Frank R. Budlong, Jr., formerly on 
the road for the Walter E. Hayward 
Co., makers of lockets, bracelets and 
staple jewelry, has acquired an active 
interest in the White Manufacturing Co., 
of North Attleboro, Mass., makers of 
gold-filled and gold plated jewelry. He 
will continue to travel for the latter con- 
cern but will also hold the office of presi- 
dent. His father is head of the William 
C. Greene Co., jewelry manufacturers 
of this city. George White is secretary 
of the White concern and his son, Gra- 
ham, is treasurer. 
q Edmund C. Mayo, head of the Gorham 
Manufacturing Co. and president of the 
Associated Industries of R. I., was among 
those present at a conference of New 
England commissions and organizations 
interested in the co-ordination of indus- 
trial defense efforts in this section of the 
nation. The meeting was arranged by 
the Office of the Co-ordinator of Defense, 
New England District, and was widely 
attended. Co-ordinator Albert H.Creigh- 
ton told the group that industries ca- 
pable of defense production must eventu- 
ally go on a 24-hour basis. 
q At the annual meeting of the Metal 
Findings Manufacturers’ Association held 
Wednesday, May 14, at the Narragan- 
sett Hotel, the fo'lowing officers were 
elected for the coming year: W. A. H. 
Wells, of Wells Findings Corp., presi- 
dent; Frank Ward, of George H. Fuller 
& Son Co., vice-president; A. F. Leach, 
of Leach & Anthony, treasurer, and 
Harold Berg, of T. W. Lind Co., secre- 
tary. A resolution was passed that the 
association go on record as being in 
hearty accord with any action or recom- 
mendation of the New England Manu- 
facturing Jewelers & Silversmiths Asso- 
ciation for national defense work. 
q At a meeting attended by. approxi- 
mately 50 members, the Rhode Island 
Watchmakers Association named the fol- 
lowing officers for the coming year: 
Joseph H. Coutu, president; Henry Car- 
ette, Ist vice-president; Wilbur G. Chee- 
ver, 2nd vice-president; John P. Clinton; 
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secretary; Maurice E. Herbert, treasurer, 
and assistant secretary, Lora R. Clem- 
ence. J. H. Coutu was named national 
trustee. The following committee was 
named to make plans for the annual 
banquet and installation of officers: Leo 
Abisch, chairman, John Clinton, Theo- 
dore Vaine, Adeland Fournier, William 
Houston, Henry April, Hy Abelkop and 
Maurice Nugar. 


Attleboro Makers Display Products 


Residents of Attleboro, Mass., were 
proudly, and in large numbers, attend- 








ing an exhibition of jewelry, silverware | 


and industrial products of its local fac- | 


tories, held in the Galleries of the Attle- 


boro Public Library, under the auspices | 
of the Attleboro Museum of Art and | 
History. There are in all 42 Attleboro 

factories connected with the jewelry in- | 


dustry. 


Co., J. M. Fisher Co., Marathon Co., 
W. E. Richards Co. Ripley & Gowen 
Co., Inc., Saart Bros. Co., R. F. Simmons 
Co., Swank Products, Inec., Charles 
Thomae & Son, Watson Co., Whiting & 
Davis Co., General Plate Co., Horton 
Angell Co. and Leach & Garner Co. One 


Some of these which partici- | 
pated were: Bates & Bacon, Evans Case 


of the most interesting exhibits was a | 


faithful copy of an 18th century jewelry 


shop in Sweden where the maker, Erik | 


Youngberg, of the General Plate Co., 
served his apprenticeship. This was 
made of 10,000 parts, 300 of which are 
moved by a one-tenth horsepower motor. 


Aluminum Priorities 


Aluminum used by watch and clock 
manufacturers for second hands and 
bearing mount plates will be given pref- 
erence over aluminum used in the manu- 
facture of jewelry and silverware under 
a priority classification issued by the 
Priorities Division, Office of Producton 
Management. 

Manufacturers of sweep second hands 
and bearing mount plates were given a 


priority classification of B-4 for the use | 
of aluminum in the manufacture of | 


these items and a classification of B-8— 
the lowest rating assigned—for all other 
uses. 

Other classifications were: 

Jewelry (precious metal)—B-8 for all 
uses; silverware and plated ware—B-8 
for all uses; electric clocks—B-7: cos- 
tume jewelry and miscellaneous products 
—B-8 for all uses. 

As a general thing the B-8 rating was 
made applicable to all products in which 
reasonably satisfactory substitutes for 
aluminum can be made available. 





Three New Certified Watchmakers 
Certificates were granted to the fol- 

lowing at the last session of the Exam- 

ining Board of the Horological Institute 


of America, held in Washington: Certi- | 


fied Watchmakers: Cassel F. Fink, Har- 


risburg, Pa.; Donald E. Folsom, Kenyon, | 


Minn., and Alfred J. Teachout, Wheel- 
ing, W. Va.; and Junior Watchmakers: 
Fred N. Crum, Bard Langsdale, Der- 
ward C. Lows, Fred L. Powell, John I. 
Sheffield, George D. Witters and Frank 
K. Yama, all students at Bradley Insti- 
tute; Sam A. Janzen, Dinuba, Ga.; Jos- 
eph B. Matthews, Jr., Lancaster, Pa., 
and Richard V. Trowbridge, Coshocton. 
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Skilled Watchmakers 
In Big Demand! 


NATION'S FINEST WATCHMAKERS will 
help you learn at Elgin Watchmakers 
College. Enter this highly-paid pro- 
fession under the guidance of master 
American craftsmen. Hu.dreds of out- 
standing jewelers received their start 
in this famous college. Sponsored by 
the Elgin National Watch Company. 
A few openings for ambitious young 
men. Modest tuition. Write today. 
Dept. G-9. 


ELGIN WATCHMAKERS COLLEGE 
ELGIN, ILLINOIS 











ZIRCONS 


in all sizes 
ROUNDS — EMERALD CUT 
also — ZIRCON MELEE 
ZERNOR INC. 


2 W. 47th St. BRyant 9-0294 N. Y. City 

















22 Patterns Sterling Silver 
Mi ANCHESTER 





SILVER COMPANY 
Rhode Island 





Providence 








250 Sterling Charms in Illustrated Catalog on request 
WELLS MEG. CO., ATTLEBORO, MASS. 












REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 










































































Step up the 
Wedding March 
to your store for 

Princess 

DIAMOND RINGS 


Attractively priced— 
considerably under 
today's market. 
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Z1 WEST 
BALTIMORE ST. 


BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 














ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY e@ 

5 HOPKINS PLACE, BALTIMORE, MD. 








fi. G. Schult; Company 


—BETTER STERLING HOLLOWWARE— 
RK 


423 E. Lombard St. Baltimore, Md. 








Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & Séth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 
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brought within the sphere of defense ac- 
tivities. The A. G. Schultz Co., which 
again, recently, took up the making of 
rings and other jewelry after an interva! 
of years during which the firm had lim- 
ited itself to silverware, has received a 
large government order for the produc- 
tion of rustless iron articles. 
q For fully two hours members of Guild 
No. 1, Tennessee Watchmakers & Jewel- 
ers, listened intently to a lecture given 
by V. E. van Hoesen, Memphis, on the 
subject, “How I Make Watches,” at a 
recent supper meeting at the Noel Hotel, 
Nashville. ‘The speaker has constructed 
in their entirety several fine watches, in- 
cluding pocket chronometers and tourbil- 
loins. He made liberal use of a black- 
board for sketches and exhibited many 
original drawings and watch parts. 
q The Baltimore Jewelers’ Bowling 
league brought its season to a close with 
a banquet at the Emerson Hotel, May 5. 
The competition ended with the Stieff 
Co. team taking first prize with 67 games 
won and 23 lost, its percentage being .538. 
The other teams finished in the following 
order: Schwarz, 530; South Baltimore, 
.535; Greenbaum, 511; Lakein, .508; Katz, 
498; Kaplan, 498; and Morstein, .485; 
Engel, .482. Matusky had individual high 
average with 115 in the 89 games. D. 
Weigman took the high single record 
with 165; Morstein the high for three 
games with 406; the Kaplan quintet the 
| team high for one contest with 625, and 
| the Stieff aggregation the team high for 
| three games with 1716. It was decided 
to hold an outing during the summer. 
| D. [ akein is president, J. Morstein, vice- 
president and C. Johnson the secretary- 
treasurer. 


Proposed Ordinance Studied 

A legislative proposal, the outcome of 
which is claiming the close attention of 
the jewelry trade of Baltimore, is an 
ordinance now before the City Council, 
which seeks to curb thefts of materials 
from unoccupied houses. As originally 
framed, the ordinance was supposed to 
apply only to plumbing and lighting 
fixtures, which frequently are the loot of 
thieves, who raid houses just completed. 
The plunder is sold to junk dealers and 
salvage men who would, under the pro- 
visions of the ordinance, be required to 
report to the police and keep the ar- 
ticles under suspicion separate for a 
fixed period to facilitate identification 
and to allow time for the discovery of 
thefts. A study of the measure has raised 
the question whether it could not be 
made applicable also to jewelers who are 
often asked to make exchanges or reset 
rings and other jewelry, and might ex- 
pose the customers to the humiliation of 
having the police call on them for ex- 
planations as to how they came into pos- 
session of the valuables, with the result 
that the business of the jeweler would 
be seriously injured. The jewelers are 
seeking an amendment that will exempt 
them from the provisions of the ordi- 
nance, and the matter is still under dis- 
cussion with police officials. 


| q A Baltimore silversmith has been 
| 
| 
| 








The Navy Department has ordered 
435,700 ‘worth of deck clocks from the 
Chelsea Clock Co., Chelsea, Mass. 
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Alvin T. Magnon, Tampa, Fla., a regional ANRJA 
vice-president, must have been telling of the 
country's need for a good five cent cigar to 
judge by the rapt attention of his hearers. The 
picture taken at the recent joint convention of 
the North Carolina and Virginia R.J.A.'s, at 
Greensboro, N. C., shows from |. to r., William 
G. Frasier, Durham, N. C., secretary-treasurer, 
and Duffie Bruns, Charlotte, N. C., president of 
the North Carolina association, Mr. Magnon, 
Harry A. George, Charlotteville, Va., retiring 
president, and Frank L. Moose, Roanoke, sec- 
retary-treasurer of the Virginia R.J.A. 


Important Wage and Hour Ruling 


A recent decision by a Federal district 
court in Georgia, holding that wholesale 
distribution is inter-state commerce even 
though the goods distributed are brought 
to rest within the wholesaler’s state, is 
regarded by the Labor Department’s 
wage-hour division as an important af- 
firmance of its position that wholesale 
distribution of goods which have crossed 
state lines is covered by the Fair Labor 
Standards Act even though the goods do 
not thereafter leave the state in which 
the distributor is located. 

Wage-Hour Administrator Philip B. 
Fleming was prompt to publicize the 
opinion as “one of the most important 
decisions” yet made on the extent of 
the wage-hour law’s coverage. 














. if you haven’t been “keeping 
your eye on” the U. S. Jewelry line. 
“Follow through” in your “drive” 
for more sales by showing your cus- 


tomers new, brilliant ideas in 
watches, clocks, diamonds, and 
jewelry. Write or wire today for 


a complete showing. 
IMPORTERS OF EASTON WATCHES TO RETAIL 
AT $5.75 UP. WRITE FOR A CATALOG. 


1S JEWELRY CO 


Baitimore & Liberty Sts., Baltimore, Maryland 
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Tennessee A.G.S. Guild Organized 

The Tennessee Guild of the American 
Gem Society was organized at a meeting 
in Memphis, on April 28. Officers elected 
were: H. Julian Knox, R. J., Geo. T. 
Brodnax Co., Memphis, president ; Wal- 
ter Grady, R. J., Jackson, Tenn., vice- 
president ; A. N. Wolff, A. Graves & 
Steuwer. Memphis, secretary, and An- 
drew K. Jobe, Geo. T. Brodnax Co.. 
Memphis, treasurer. Meetings will be 
held on the last Monday of each month 
at the City Museum in Memphis, where 
the collection of gem minerals will be 
accessible. 


Virginia Horo Guild Elects 


The Norfolk-Portsmouth Guild of the 
Virginia Horological Association, at its 
annual meeting, Mav 6, decided to co- 
operate fully with the state association 
in its efforts to secure a watchmaker- 
licensing law. 

The election resulted as follows: P. A. 
Jones, president: L. R. Hackman, first 
vice-president; H. C. Denlinger, second 
vice-president; H. E. Parks, secretary- 
treasurer; C. O. Goodrich, David Ander- 
son and Richard Bailey. trustees; and 
T. O. Sowers, G. K.. Herr, J. E. Burke. 
Jack Salamonsky and Carl M. Carlson. 


lowa Gets Second-hand Watch Law 
(Continued from page 103) 


subdivision, or any agent or employee 
thereof, to sell or procure for sale to 
any employees of the state or political 
subdivision any article, material. product 
or merchandise. The latter bill was 
passed by the Senate and sent to the 
House for concurrence. 

towa—The governor signed a bill to 
require labeling of second-hand watches. 

Bills introduced in both branches of 
the legislature designed to prohibit sale 
of merchandise outside the trade of the 
seller, similar to an Tllinois measure re- 
viewed above, failed to gain approval be- 
fore adjournment. 

MICHIGAN—The House passed and sent 
to the Senate for concurrence a bill to 
prohibit sale of goods at “wholesale” un- 
less sold for resale. It would prohibit 
use of the words “wholesaler.” “manu- 
facturer” and similar designations by a 
vendor unless he is actually so engaged. 
Other actions tending to mislead pur- 
chasers by similar methods are defined 
as unfair trade practices and would be 
barred. 

A new House bill, referred to the com- 
mittee on state affairs, would provide an 
anti-retail monopoly act. prohibiting re- 
tailing by a manufacturer except at the 
place of manufacturer and at one out- 
let in each county of the state. 

PENNSYLVYANIA—The House passed and 
sent to the Senate, where it was referred 
to the committee on judiciary general, a 
bill prohibiting employers from directly 
or indirectly offering for sale, selling, 
procuring for sale or having in posses- 
sion or under control for sale to em- 
ployees or others merchandise not 
produced by the employers or not han- 
dled in the regular course of business. 

Wisconsin—The assembly indefinitely 
postponed a bill to license auctioneers 
and regulate auction sales. 
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Watters Succeeds Underwood 
As President of Florida R.J.A.; 
200 Attend Annual Banquet 


Approximately one hundred delegates 
from all parts of Florida attended the 
22nd annual convention of the Florida 
R.J.A., held April 28 and 29 in Jack- 
sonville. 

Mayor Blume welcomed the delegates to 
Jacksonville and Bruce Watters, of St. 
Petersburg, gave the response. The presi- 
dent, H. F. Underwood, Jacksonville, pre- 
sided. Charles E, Moorman, past national 
president of Associated Credit Bureaus of 
America, spoke on “Credits ‘Today and 
Tomorrow.” A. S. Perry, Atlanta, Ga., 
conducted a novel jewelry question clinic 
in the nature of a radio quiz program. 
Mr. Perry asked the questions and mem- 
bers supplied the answers. 

James V. Carmichael, district governor 
of Kiwanis International for Florida, 
spoke on the Retail Sales ‘Vax. Other 
speakers included Alvin Magnon, ‘Tampa, 
regional vice-president of A.N.R.J.A., 
and G. W. Lawton, Orlando, secretary 
of the Florida R.J.A. 

Bruce Watters, St. Petersburg, was 
elected president succeeding H. F. Un- 
derwood. Other officers named were: 
William Putnam, Tallahassee, first vice- 
president; R. 'T. Fox, Daytona Beach, 
second vice-president; R. Nickleson, 
Pensacola, secretary, and Reade ‘Tilley, 
Clearwater, treasurer. 

Directors, all of whom were reelected, 
are: Lester Moon, Tallahassee; Fred En- 
gelke, Gainesville; Hart Swalstead, Or- 
lundo: Roy Fox, Daytona Beach; Presi- 
dent Underwood, Gus Lawton, Orlando; 
Reade Tilley, Clearwater; F. L. Fleck 
and QO. A. Jenkins, Jacksonville; W. W. 
Putnam, ‘Tallahassee; W. H. Deuber, 
Hart Smith, and Alvin Magnon, ‘Tampa; 
Sterling E. Smith, Jacksonville; Eugene 
Mumpower and Earle L. Middleton, 
Miami; William Kohlhousen, Fort Lau- 
derdale; E. H. Kaniss, St. Petersburg; 
and John K. Shacklett, New Smyrna. 

Tuesday afternoon was devoted to a 
colf tournament at the San Jose Coun- 
try Club. The wives of the visiting dele- 
gates were entertained extensively dur- 
ing the convention. The annual banquet 
was held Tuesday evening in the George 
Washington Hotel with 200 attending. 





Those who will steer the Florida R.J.A. through 

the coming year are: L. to r., Bruce Watters, St. 

Petersburg, president; W. W. Putnam, Talla- 

hassee, first vice-president; R. T. Fox, Daytona 

Beach, second vice-president, and R. L. Nickle- 

son, Pensacola, secretary. Not shown is Reade 
Tilley, Clearwater, treasurer. 

















“SUPER-SERVICE” 
ROLLING MILLS 


PT 


reduce production costs to meet 
present day competition. | 

We manufacture a complete 
line for hand, belt or electric 





motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine — 


Manufacturing Co. 


1354 West Avenue 


Buffalo, New York 





ADDU C SCUICU 

MNANT : nM N /AC. 
OFFICES 

347 Sin AVE., NEW YORK, N. Y. 

105 CHESTNUT ST., NEWARK, N. J. 


CHICAGO + LOS ANGELES + SAN FRANCISCO 











ARISTO 
Impermeable Watches 
A fine line of waterproofs 

to fill every demand. 
No. 307 Waterproof 7 jewel 
steel back ;nti-magnetic 
radium dial. List $17.00 
No. 3°28 Waterproof with 
Sweep second hand, illus- 
trated. 7 J. Steel Back. 
Radium. List $19.50 
No. 317 Waterproof, Shock- 
proof, Swesp Second, All 
Steel Case, 17 Jewels, 
Radium. List $31.50 
No. 417 Waterproof Self- 


winding, Shockproof, 9 K 
Rose Gold Case, steel back. 
List $65.00 


Will send samples 
on approval. 
Aristo Import Co., Inc. 
Dept. K 6 630 Fifth Ave 
Radio City, New York. 


No. 308 





BABY SHOES METALIZED 


Finest work—Guaranteed. Retail prices Bronse, 
$2.50; Silver, $3.50; Gold, $4.50. Prompt delivery. 
Samples furnished. 


ART PLATING WORKS 
416 E. 8th St., Los Angeles, Calif. 


Silversmiths and platers 


Est. 1921. Formerly with Shreve Co., and the 


Gorham Co. 











JEWELRY, GEM CUTTING 
and METALCRAFT 
By W. T. Baxter 
Price $2.50 Postpaid 


Jewelers Circular-Keystone 
100 E. 42nd St., New York 
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DIAMONDS 
Bought - Sold - Quoted 
-M.Y. FINKELMAN 


. 2 @ + 


Diamonds and Fine Jewelry 
29 EAST MADISON STREET 
De 3s CHICAGO 
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MESH 
Bags 


Repaired 
Replated 
ined 


SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 























JEWELERS' FINDINGS 
(NN) JEWELRY BOXES NN) 
TROPHIES — MEDALS 


CUPS — SPORT BALLS 


COMPLETE LINES FOR THE 
JEWELRY TRADE 
CATALOGS SENT ON REQUEST 


F. H. NOBLE & COMPANY 
535-559 W. 59th St., Chicago 


























Srcomparable 
thi Gi Tunng/ 


OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN CO. 


29 E. Madison St. CHICAGO, ILL. 











CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 
> South Wabash Ave. Chicago, III. 








Cc. B. RICH CO, 


WATCH DIALS REFINISHED 
CHICAGO, ILL. LA CROSSE, WIS. 








29 E. Madison St. Rivoli Building 
8th Floor 4th Floor 
Central 5096 Phone 2445-J 











CENTRAL DIAL COMPANY 
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q Max Stein, of Max Stein & Co., 31 
North State St., spent several days in 
New York recently on business, not neg- 
lecting pleasure and sight-seeing while 
there. 

q Clifford McLane, jewelry buyer for 
Benj. Allen & Co., received word on 
Sunday, May 11, that his father, John 
McLane, 85, had died suddenly at his 
home in Seattle, Wash. 

q Emil Noel, wholesaler at 29 E. Madi- 
son St., held open house and _ served 
refreshments on April 24 in celebration 
of a double event—his 35th wedding an- 
niversary and his 35th year in the Hey- 
worth Bldg. 

q Wallace Niesen, diamond setter, asso- 
ciated with the manufacturing business 
in Chicago for many years, most recently 
with Friedman Ring Co. is now engaged 
in business for himself in room 1005, 27 
E. Monroe St. 

q Swartz & Co., platers and repairers, 
located on the 4th floor of the Silver- 
smiths Bldg., 10 S. Wabash Ave., have re- 
cently enlarged their space and installed 
new machinery and the most modern 
equipment throughout, making this one 
of the largest and most up-to-date plants 
of the kind in the country. 

q One of the most interesting meetings 
yet held by the Chicago Horological 
Guild was on May 16, at the headquar- 
ters at 55 E. Washington St., when Prof. 
Frank D. Urie, of the Elgin National 
Watch Co. Observatory, lectured on the 
subject, “Getting the Time from _ the 
Stars.” <A large number were in at- 
tendance and following the lecture the 
instruction clinic, recently made a regu- 
lar feature of each monthly meeting. was 
held. Members submitted watch problems 
for consideration and solution by the 
technical board of the Guild. 

@ The Golden Roosters will again hold 
their annual outing at Bon Air Country 
Club, Thursday, June 26. Chanticleer 
William McGreevy and his wrecking 
crew are arranging a program for the 
day which allows for no dull moments 
from the hour of the first tee off in the 
morning until the “eggs” have taken 
their final vows in the evening. There 
will be golf, indoor ball, swimming and 
many athletic events to test the skill and 
endurance of the members, to say noth- 
ing of the ordeals provided to test that 
of those passing through the incubation 
period. 

4 At the meeting of the Jewelers Club, 
May 5, a sort of round robin contest for 
the members was inaugurated by the 
Sports and Pastime committee. to in- 
clude three-cushion billiards, straight 
pool and cribbage. This action resulted 
from the interest taken in a recent three- 
cushion billiard tournament, won by My- 
ron Kelly, president of C.J.A. Each 
member desiring to contest registers for 
the event or events in which he wishes to 
participate and is subject to challenge 
by any other member. There will be two 
prizes for each event and final plays are 
expected about the last of July. 

q The Metropolitan Chicago Chapter, 
A.G.S., held its last meeting before sum- 
mer recess at the headquarters in the 
Pittsfield Bldg., May 19. Dr. Bryant S. 
Mather, of Field Museum, delivered an- 
other of his series of lectures on gems 
after which the members spent some 


CHICAGO © 








a 
3 


time in the examination and valuing of 
stones. President H. Paul Juergens re. 
minded those present of the drive for 
additional members and urged every 
member to cooperate. The committee 
appointed to represent the Northern 
Illinois group are Paul Cobard, Peru; 
A. H. Bolander, Rockford and (Cliff 
Josephson, Moline. 


C.J.A. Learns of War Propaganda 


The annual meeting of the Chicago 
Jewelers Association was held at the 
monthly luncheon served at the Palmer 
House, May 15, with President Myron 
Kelly presiding. Robinson and Sverdlik, 
New York, and Reed & Barton Corp, 
Taunton, Mass., were proposed by the 
membership committee, making 19 new 
members secured during the year by 
Dave Newman and his committee. George 
Engelhard reported the golf committee 
“all set” for the outing at Brookwood 
Country Club, on June 12. Major J. T. 
Montgomery, chairman of the Good and 
Welfare Committee told of recent losses 
by jewelers in Chicago and what is being 
done to prevent crime against the indus- 
try but said it takes money and advised 
all to be ready to contribute liberally 
very soon. The nominating committee’s 
report was made by the chairman, Syd- 
ney Y. Ball. Secretary Louis Goldman 
was instructed to cast one ballot for the 
entire ticket composed of: For presi- 
dent, George Engelhard, National Jew- 
eler; vice-president, R. Schell Hulbert, 
Oneida, Ltd.; treasurer, Thomas G. Mc- 
Mahon, Thos. J. Dee & Co.; directors to 
serve two years, John M. Beggins, Elgin 
National Watch Co.; Sol G. Cogan, Man- 
heimer Watch Co.; E. Steve Heller, 
Gemex Co.; Richard L. Kannaly, Juer- 
gens & Andersen Co. and to serve the 
unexpired term of Thomas G. McMahon, 
William H. McGreevy, Ostby & Barton 
Co. Other directors who carry over are 
Webb C. Ball II, The Ball Co., Albert 
Kolker, J. Milhening, Inc. and Otto Lie- 
berman, Stein & Ellbogen Co. After 
expressing his appreciation of the co- 
operation of Secretary Louis Goldman 
and the various committees, Mr. Kelly 
turned the gavel over to the new presi- 
dent, Mr. Engelhard, who introduced Dr. 
Curtis D. MacDougall, editor, author and 
lecturer, who in a very interesting and 
impressive way compared the methods of 
war propaganda in 1914 and 1941. 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING Co. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 














If you want QUALITY use 


FULLERS ® FINDINGS 


For 82 Years known as the 
— BEST QUALITY — 


ORDER FROM YOUR JOBBER 
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Jeweler Pays Less to Protect His Large Investment 
Than Worker for His $25 Job, Speaker Tells Illinois R.J.A. 


Softball, taxes, golf, store lighting, 
factory inspections and merchandising 
methods competed for the attention of 
Illinois jewelers at the Fox Valley con- 
vention of the LR.J.A., held at the 
Baker Hotel in St. Charles, May 12 and 
13. The attendance was a disappoint- 
ment to all, but those present were 
fortunate because the program was most 
instructive and helpful. A determined 
spirit to go forward was developed and 
a better attendance can be expected at 
the 1942 convention to be held at Belle- 
a Carl E. Lindquist presided 
at all the meetings. C. I. Josephson, Mo- 
line, ANRJA_ regional vice-president, 
bore greetings from the national organi- 
zation and told of what is being done to 
secure just and equitable taxation for 
the retailers of the country. Lionel 
Moses, of The American Weekly, dis- 
cussed conditions which will increase 
income and pointed out methods for de- 
livering this surplus income from cham- 
pagne and silk shirts to the better and 
more lasting merchandise of the jewelry 
store. Dramatize store events, tell pros- 
pect all you have for sale and have dis- 
play windows which prevent the passers- 
by from passing by, were among the 
suggestions. 

J. C. Amis, secretary of Chicago Re- 
tail Hardware Association and president 
of the Illinois Council of Retail Trade 
Associations, discussed the legislative 
program in Illinois and scolded the jew- 
elers of the state because of their in- 
difference or unwillingness to take an 
active part in helping to secure legisla- 
tion beneficial for retailers and prevent 
the kind that is harmful. He pointed out 
how the saving which will result in a 
change of the sales tax, eliminating tax 
on tax, would pay the association dues 
for a jeweler several times over every 
year. He complimented Secretary Henry 
Mortensen for his personal efforts on 
tax legislation and also on that which 
will prevent political organizations and 
industries of the state from purchasing 
merchandise at wholesale prices for em- 
ployees and friends. Mr. Amis stated 
that a laboring man earning $25.00 a 
week pays more to his organization to 
protect his wages than many retail jew- 
elers are willing to pay to protect their 
business and large investment. 

After enjoying a luncheon as guests 
of the Toastmaster Division of the Mc- 
Graw Electric Co., the jewelers traveled 
to Elgin, where an inspection tour was 
made at the factories of the Illinois 
Watch Case Co. and the McGraw Elec- 
tric Co. In the evening, under the flood- 
lights of Pottawatomie Park, visitors 
saw the softball team sponsored by John 
List, St. Charles jeweler, win a 1-to-0 
victory over the teams representing Mc- 
Graw Electric Co., Illinois Watch Case 
Co. and Elgin National Watch Co., play- 
ing three innings with each team. List’s 
team won the Fox River Valley cham- 
pionship in 1940. 

Myron T. Kelly, Lunt Silversmiths, 














SILVERLING sciish 


Est. 1909—A liquid with pleasant odor that is harmless 
to Silver, Hands, or Health. Not abrasive or explosive. 
No washing. Slight effort. 8-oz. bottle $3.00 Doz. 
delivered, your imprint on free samples. Price on label, 
50 cts. Your name on Postal for more information to 


SILVERLING, 1215 E. Republic St., Peoria, III. 











FOR JUNE, 1941 


New officers of the Illinois R.J.A. are, from 
1. to r., Charles L. Ringer, vice-president; Paul W. 
Becherer, executive committeman; Carl E. Lind- 
quist, president, and Henry T. Mortensen, secre- 
tary-treasurer. 


and president of the Chicago Jewelers 
Association, traced the history of ster- 
ling through the ages and the processes 
of manufacturing tableware since the 
first fork inspired the desire of such 
implements. Mrs. W. M. Brook, St. 
Louis, sponsored by Swartchild & Co., 
Chicago, gave a most interesting talk on 
materials and methods of attractive 
packaging and wrapping and following 
her talk a prize was offered for the jew- 
eler present who could prove the most 
efficient. This prize was awarded to 
Walter Heurich, Chicago, whose “neat- 
ness and simplicity’ impressed the judges. 

At the Tuesday luncheon, when the 
delegates were guests of the Elgin Amer- 
ican Mfg. Co., Harry W. Yaseen, Chi- 
cago Heights, favored with two songs, 
and to insure his presence at future con- 
ventions, he was elected to the executive 
committee. 

Robert Hoppe demonstrated instru- 
ments used by the Elgin National Watch 
Co. in securing the highly technical 
achievements necessary to the produc- 
tion of watches. J. L. Stair, consulting 
engineer of Curtis Lighting, Inc., Chi- 
cago, gave a talk on store and window 
lighting, illustrated by color slides and 
told about the wonderful developments 
and progress made in this line, and 
pointed out the necessity and advantage 
of proper lighting. H. Paul Juergens, 
Juergens & Andersen Co., Chicago, gave 
a very interesting talk on gemology and 
the work being done by the Gemological 
Institute and American Gem Society. 
Sam Dalin, president, and Henry 
Stecher, treasurer of the Wisconsin 
R.J.A., discussed organization methods 
and expressed willingness to cooperate 

Officers for next year are: Carl E. 
Lindquist. Rockford, president; Charles 
L. Ringer, Freeport, and Walter Kiep, 
Joliet, vice-presidents; Henry T. Mor- 
tensen, Chicago, secretary-treasurer, and 
Paul W. Becherer, Belleville: A. M. 
Grefensen. Chicago, and Harry W. 
Yaseen, Chicago Heights, executive com- 
mitteemen. 

On Tuesday evening the visitors were 
guests of the Elgin National Watch Co. 
for dinner and presentation of three-di- 
mensional polaroid pictures, and were 
given a hearty welcome by Howard 
Shaeffer, vice-president of the company. 





WATCH DIALS 
REFINISHED 


“Especially for You”’ 
K-R Designs 
CUSTOM-MADE DIALS 


KIRK-RICH DIAL CORP. | 
Heyworth Bidg.. Chicage. i. 


LOS ANGELES DETROIT 
SAN FRANCISCO PITTSBURGH 
SEATTLE DALLAS 

















THOS. W. 
a — 


features the fine work always 
associated with the name in 
the manufacturing and repair- 
ing of jewelry 

* THOMAS W. STANEK 


Formerly of Graffe & Stanek 
«x 29 E. MADISON ST., CHICAGO 








Your JoBBER Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 











McRAE & SHAW 
163 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 
"THE OLD SHEPHERD'' RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 





cme WATCH CO. 





S S.WABASH AVE. CHICAGO ILL. 





USED WATCH 
MATERIALS 


1/2 


THE PRICE OF 
NEW MATERIALS 





USED MOVEMENTS 
Good Condition 
Good Diais 
0-Size Elgin, Waltham 
73, $2.00 — 153, $3.00 
12 or 16 size Hunting 
7J, $1.75 — 153, $2.75 
12 Size Open Faee 
73, $2.25 — 153, $3.25 
16 size Open Face 
73, $2.00 — 15J, $3.00 


18 size Htg. Elg., Wal. Wheel i 
5 ee ET oe eels, pinions, 


allet forks, etc., 

x OF. Ee. wel. ‘or all watches. 
6 size Elg., Wal., Hts. Send sample of 
7), 75¢ — 153, $1.25 what you want! All 
t. or 6% oval | Guaranteed! Remit 

only if satisfactory. 
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GRAFNER BROS. 


GENERAL LINE 





















VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 




























En 
| es) 
GOLD and SILVER 


Scrap and Wastes 


IPUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 
x 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS etc. furnished 



















ERNON-BENSHOFF CO. 


933 Ridge Ave. Pittsburgh, Pe 




































JACK M. WERST 


Dealer in Used 


Diamonds and Diamond 
Jewelry 
Buying and Selling from 
Coast to Coast. 

Also Entire Jewelry Stocks 
and Fixtures Bought. 
Miami Savings Bldg. 

Dayton Ohio 


























- rs Ty 
** Fine English 

SILVER POLISH 
Tested and approved by leading silver 
houses—Amazing Working qualities— 
Finest—Most Efficient Polish developed 
by tatest scientific research—Sold In 
bulk for trade—retall sales. 

S oz. bottle 50¢ Keystone List. 
Write for free sample. 
WONDER CHEMICAL CO. 
545 Third Ave. Brooklyn, N. Y. 





















A Short Course in Engraving for 
Jewelers 
| By WM. KASSEL 
Price 50¢ 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. Y. 























122 





| 





| covering 


q Harry H. Silverman, vice-president of 
the Samuel Weinhaus Co., has returned 
from a buying trip to New York. 

q Emanuel Grafner, of Grafner Bros., 
recently spent some time at Fort Meade, 
near Baltimore, visiting his son, William, 
who is enrolled in the Army. 

q E. R. Cederquest, well-known retail 
jeweler of Ashtabula, Ohio, is slowly re- 
from the effects of a broken 
leg and is now able to be around on 
crutches. 

q Paul S. Hardy, president of the Hardy 
& Hayes Co., has returned from Miami 
where he had gone to visit with his 
mother. On the way home he took in the 
Jewelers’ Guild Conference in Texas. 

q John J. Schumacher, 67, jewelry en- 


| graver in the State Bldg., died April 30. 


In his youth, he entered the employ of 


| the old firm of Heeren Bros., but since 


1902 had conducted his own business. 

q J. Loughrey Roberts, of John M. Rob- 
erts & Son Co., attended the Derby at 
I ouisville and looked over some breed- 
ing horses while in the South. “Lough- 
rey” maintains one of the finest stables 
in Pittsburgh. 

q Max Unger, credit jeweler, Oliver 
Bldg., reports the month of May as the 
best May in the history of his firm. He 
says the shortage of small diamonds is 
very noticeable and that the firm has 
been selling a large number of wedding 
rings. 

q William J. Kappel, head of the Wil- 
liam J. Kappel Co., recently returned 
from a business trip to New York City. 
John Kappel, a member of the firm, re- 
ports excellent business and attributes 
some of the increase to their new loca- 
tion on Liberty Ave. 

q Part of the exhibit of industrial dia- 


| monds, which was displayed at the New 


York World’s Fair in the Belgian Congo 


Joint Effort of All —_— or 
Of California Trade To Raise 
$10,000 'War Chest’ Progressing 

Satisfactory progress has been made 
by the officers of the California R.J.A. 
in raising i its share of the $10,000 “war 
chest” as proposed at the San Jose state 
convention last March, it was disclosed 
at a meeting of the Los Angeles area, 
held on May 16. 

The retailers are to raise $5,000 to 
match a similar sum raised by the whole- 
salers, manufacturers, smelters and other 
allied trades. District meetings among 
the retailers have been held from Sacra- 
mento to San Diego under the leadership 
of the managing director, Arthur Dib- 


bern. As a result, the retail organiza- 
tion now has $3,800 in the bank, with 
every indication of more than raising 


its half of the indicated sum. 


The Los Angeles meeting was ar- 
ranged by Herman Siegel, a director. 
The E. W. Reynolds Co. operated by 


sending notices to all the trade. James 
F. Apffel, representing the jewelry manu- 
facturing interests, presided and outlined 
the objects of this combined movement 
for the benefit of the entire industry of 


| the state. 


Present were representative whole- 
salers, manufacturers and a cross section 
of the jewelry retailers, the fine exclusive 
shops, the credit jewelers and the “one 
man” stores. 
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building by Anton Smit & Co., Ine, of 
New York, was recently on view in the 
windows of the Farmers Deposit Na. 
tional Bank, where it attracted much 
attention. 

q The John M. Roberts & Son Co., retail 
jewelers in Pittsburgh for 109 years, 
were featured ina recent article in Pitts. 
burrh’s swanky “Bulletin Index.” Jack 
Roberts reports exceptionally good busi- 
ness, probably as a result of the firm’s 
radio programs consisting principally of 
spot announcements. Easter business 
was exceptionally good and the firm also 
enjoyed excellent trade prior to Moth- 
er’s Day which was dramatized on the 
radio. 

q John M. Roberts, IV, son of Mr. and 
Mrs. Jack Roberts, is the youngest mem- 
ber in the graduating class at Harvard 
University, where he is completing the 
course in business administration. More- 
over, the elder Jack informs your cor- 
respondent that he and Mrs. Roberts 
are the youngest parents of any graduate 
at Harvard this year. Young Jack has 
accepted a position with the Allison En- 
gineering Co., which is the aviation di- 
vision of the General Motors Corp. 

q As a result of FBI efforts, a Federal 
Grand Jury has indicted a Cleveland 
man on a charve of causing to be trans- 
ported stolen property in interstate 
shipment. Specifically, he was accused of 
having been the “fence” through which 
an attempt was made to sell $25,000 
worth of jewelry stolen from the Moss 
Jewelry Store, in Monessen, Pa., last De- 
cember. A man from Braddock con- 
fessed taking the jewelry to Cleveland 
where the former attempted to sell the 
stolen goods. The FBI agents intimated 
that those arrested were part of a ring 
responsible for a number of jewelry rob- 
beries in Western Pennsylvania. 


Arthur P. Care, of the E. W. Reynolds 
Co., Los Angeles, vice-president of the 
National Wholesale Jewelers Association, 


stressed the fact that the California 
trade is now fully awake to the many 
trade evils and is fast getting organ- 


ized in the right manner with sufficient 
financial backing so it can accomplish 
results. 

Mr. Dibbern explained the mechanics 
of the association’s work, giving concrete 
examples of the many legislative accom- 
plishments, as well as pending legislative 
Jills which are fairly sure to pass at the 
current session. 


Michigan Court Enjoins 
Price-Cutting on Hamiltons 

The Hamilton Watch Co., on April 
30, in the Wayne County, Mich., Circuit 
Court, was awarded a consent decree 
which prevents Sidney Krandall, Detroit 
jeweler, from cutting prices on Hamil- 
ton watches. 

Specifically, the order enjoined Kran- 
dall, “From directly or indirectly adver- 
iising sale, offering for sale the watches 
manufactured and distributed by the 
plaintiff... to the consuming public . . 
at prices other than regular uniform 
standard retail prices ... which are set 
forth in the price tags attached .. . and 
from committing any other acts contrary 
to the provisions of the Fair Trade Act 
of the State of Michigan.” 
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Assault on Miller-Tydings Act Expires in Congress; 
Defense Body May Take Cognizance of Multiple Attacks 


Despite the recent action of the Ten- @——#——____ 
porary National Economic Committee, | as an instrument for raising prices and 
Department of Justice and Consumer | there was apprehension among resale 


the é Sails 2 
Commissioner Harriet Elliot in recom- 


ding repeal of the Miller-Tydings 
Secaie” elon Maintenance Act, Rep. 


price advocates lest her efforts would 
stimulate consumer interest to the ex- 
tent that Congressional representatives 
Hampton P. Fulmer (Dem., S. C.), has in Washington would be stirred into ac- 
abandoned all hope for House considera- | tion as a result of these Washington- 
f his measure to repeal the law. | stimulated appeals. 

| A recent survey of Congressional 
members, however, is said to have pro- 


tude of the House Judiciary Committee, duced no evidence that Miss Elliot's 
efforts had been successful in this re- 


he doubted that action would be taken 
on his measure. | spect. There have been a few letters 
Identified as HR-3821, the Fulmer bill from constituents urging that repeal 


was introduced in the House and _ re- action be taken, but the letters were so 
ferred to the Judiciary Committee on few in number that they were said to 
March 5. Since that time, the committee reflect little or no sentiment for repeal. 
has shown no disposition to act favor- The Justice Department’s criticism of 
ably on the measure. Even the severe the price maintenance law, based largely 
criticism directed at the Miller-'Tydings on the contention that the Miller-‘Tyd- 
law by the Department of Justice failed ings law had weakened the anti-trust 


tion Oo . 
The Congressman told JEwELers’ Crircu- 


nar-Krysrone that because of the atti- 


to stir the committee. Likewise, the fin«l laws, making enforcement difficult in 
report of the ITTNEC, which recom- many instances, marked the first time 
since the law was passed in 1935 that 


mended repeal by a five-to-four vote, 
had little or no effect upon the Judiciary the Department formally had gone on 


record in opposition to the law. 





Committee. 

Few observers expected the 'TNEC Its most persistent critic in govern- 
recommendation to carry much weight. ment circles has been the Federal Trade 
he one-vote margin for repeal plus the | Commission. Now that the chairman of 


the FTC has been given a place on the 
cight-man administration, of which Price 
Administrator Leon Henderson is chair- 
from any forcefulness which its recom- man, the commission may be in a position 
mendations otherwise might have had. to direct additional criticism at resale 


fact that many of the committee’s pro- | 
| 
| 
| 
| 
There were some indications for a time | price maintenance statutes. ‘The commit- 
| 
| 
| 


posals concededly were arrived at after 
much horse-trading served to detract 


that the action of Miss Harriet Elliot, lee, by Executive Order, is empowered 
consumer representative on the Nationil to make findings and submit recommen- 
Defense Advisory Commission, who dations “in respect to the establishment 
urged repeal of the law, might have some of maximum prices, commissions, mar- 
effect upon the lirge number of con- gins, fees, charges and other elements 
sumer groups who have been keeping in | of cost or price of materials of commodi- 
close touch with the Washington scene ties.” 
since the advent of the defense program. As price administrator, Mr. Henderson 
Miss Elliot, who is head of the con- | has been given broad authority to sta- 
sumer division of the new Office of Price | bilize prices and to curb any inflationary 
Administration and Civilian Supply, had | trends resulting from the defense pro- 
attacked the Federal resale price law | gram. 





REMODELINGS AND REMOVALS 





Bisanar Co., Hickory, N. C. Remodeling. R. H. Terry, mgr. 

Brackin’s, 24 N. Ferry St., Montgomery, Ala. Modernized. E. A. Coshatte, mgr. 
Bush Jewelry & Gift Shop, 126 E. Grand 'Ave., Tonkawa, Okla. New location. 
Castleberg Jewelry Co., 3412 Eastern Ave., Baltimore, Md. Modernizing new location. 
Clayton Jewelers, Inc., 311 Merrick Rd., Lynbrook, N. Y. Herman Burns, mer. 

A. E. Coleman, 255 Madison St., Corvallis, Ore. New location. 

W. R. Cook, Antlers, Okla. New location. 

Daniels Jewelry Co., 207 S. Washington Ave., Lansing, Mich. Modernized. Sid Goldman, mgr. 
Jay Day, Jeweler, Sayre, Okla. C. G. Bales, mgr. 

Elmer W. DeLawter, 13 W. 11th St.. Anderson, Ind. Modernized. 

Goldsmith’s, Inc., 1515 5th Ave., Seattle, Wash. New location. Jack Goldsmith. 
Hamilton Diamond Co., 1021 State St., Santa Barbara, Cal. Lionel Harwin, mer. 
Jay G. Hawthorne, Kearney, Neb. New front. 

Jewel Box, Hay St., Fayetteville, N. C. New modern store. Louis Green, mgr. 

Morris Klein, Aliquippa, Pa. New store. 

M. M. Kramer Co., Penn & Frankstown Aves., Pittsburgh, Pa. Modernized. 


Martin’s Credit Jewelers & Optometrists, 31 W. 3rd St., Williamsport. Installing air-conditioning. 


Lewis R. Salabes, prop. 
Don Dee McDonald, 1223 Baltimore St., Kansas City, Mo. New location. 
Milen’s, 1201 Washington St., Oakland, Cal. Mcdern new store. 
Minneapolis House Furnishing Co., 8th & Hennepin Aves., Minneapolis. New store. 
Mitchell Jewelry & Gift Shop, Milford, Mich. New location. Mr. and Mrs. C. C. Mitchell. 
Mogle Jewelry Store, 115 E. 9th St., Winfield, Kan. New location. Clarence Mogle. 
Arthur S. Pflueger, 118 W. Campbell Ave., Roanoke, Va. Modernizing. 
Lloyd Rogers, 4th St. & Ward ‘Ave., Caruthersville, Mo. New location. 
Reinholdt Jewelry Co., 11th & Grand Sts., Kansas City, Mo. 
Robert Jewelers, 116 S. Main St., Adrian, Mich. New location. Robert Berman. prop. 
Ruby’s, 159 S. Main St., High Point. N. C. New location. 
Rudolvh Bros., Inc., 274 Main St., Poughkeepsie, N. Y. Modern new auarters. 
Rudolph Bros., Inc., 361 S. Salina St., Syracuse, N Y Modernized Edward Altman, mgr. 
Schneer’s, Inc., 111 S. Tryon St., Charlotte, N. C. Building new store. R. T. Jordan, mer. 
Harry Segal, 5 E. 6th St., Cincinnati, O. New location being remodeled. 
William H. Seigel, Towanda, Pa. New front. 
Stoughton-Payson Jewelry Store, Plattsburg, N. Y. Redecorated and refurnished. 
C. L. Walker, Butler, Okla. New location. 
v. & Wilcox Co., Inc., 256 Genesee St., Utica, N. Y. Modern new quarters. 
M. C. Willis, 621 Adams St.. Toledo. O. New location. 


Wilson’s Leading Jewelers, Inc., 310 S. Salina St., Syracuse. N. Y. New location. 
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CASH for 
STERLING SILVER 


We will buy your surplus: 


Obsolete Flatware Patterns 

Active Flatware Patterns 

Fancy Serving Pieces 

Hollowware, Bowls, usable Sterling of 
any kind 

Tea Services, Trays, etc. 

Trade-Ins in Sterling 

Souvenir Spoons, Fancy 

Flatware, Any Pattern 

Coin Silver 


We operate a retail store. This is not 
for resale to your competitors 


CASH BY RETURN AIR MAIL 
All shipments are held intact subject to 
your approval and will be returned AT 
OUR EXPENSE if for any reason you 
are not entirely satisfied. 


KEY’S - Jini 
= JEWELERS 

1809 MAIN STREET 
DALLAS, TEXAS 


Reference: Republic Nat'l Bank, Dallas 

















THOUSANDS 
OF 
JEWELERS 


CAN'T BE 
WRONG! 
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WHY NOT PLACE YOUR 
FIRE AND WINDSTORM 
INSURANCE WITH THE 
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A 
EWELES 
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FIRE INSURANCE COMPA? 
JEWELERS INSURANCE BUILDING 
Ne ee oon: 
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KLEIN BROS. CO. 


Showing complete lines 
of New Jewelry. 


Ladies’ & Gents’ SET RINGS 


Large Assortment 


DIAMOND RINGS 
KENWOOD WATCHES 


Popular Prices 


Write us for HEART CHARMS 
617 Vine St. 








Cincinnati, O. 











Greenwold Grift Co. 


eof Ouality and Service 


7th STREET, CINGIANA 


VIRGIN Diamonds 


rl, OHIO 


CELLINICRAFT Jewelry 


@ HAMILTONS (7 








FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 


*%ZONES 7-8-13-17 
WALTHAM FREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 











THE HOUSE OF 
SPECIAL ORDERS 


ed tctatelttssme-bavemere)ce! 


Prompt Service 


Designs on Request 


LITWIN and SONS 


114 W. Sixth St., Cincinnati, Ohio 
Phones Cherry 5770 & Ch. 5771 














MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Most Moa- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 


811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years. 


attractive. 








WESTERN TRAY & CASECO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 


427 PLUM ST. CINCINNATI, O. 
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q Elliott Langsale, with Louis Hummel, 
4th and Vine St. jeweler, has conquered 
a sick spell and again is at work. 

q An appendectomy kept Clifford Sim- 
per away from his work with the Ed 
Simper Jewelry Co., operated by his 
father at 705 Vine St., but he now is 
back on the job. 

4 The matter of new tax proposals as 
they concern the jewelry trade was dis- 
cussed at a meeting of the Greater Cin- 
cinnati Retail Jewelers Association, May 
1. Further discussions will be held. 

q The athletically-inclined Andrew Hug, 
his wife and daughter, participated in 
the annual gymnastic revue put on by 





the Central Turners of Cincinnati. Hug 
is associated with Schemel’s jewelry 
store, Mohawk Place. 

4 Together Robert L. Hummel, Sr., 


Hummel Jewelry Co.; Buddy Knight, 
local diamond man, and Thomas R. 
Botts, Jacques Kreisler Co., New York, 
went after the fish in one of Tennessee’s 
many vacation spots, but naturally the 
biggest ones got away. 

4 L. R. Olsson, head of the Cincinnati 
Waltham Watch Co. office, had this to 
say upon his return from a recent jour- 
ney in Canada: “Taxes are tremendous, 
business is good, cost of merchandise has 
increased and defense is being pushed.” 
He pointed out that there is a 25 percent 
tax on new automobiles. 

q The Wadsworth Watch Case Co., Day- 
ton, Ky., is working on a $130,000 de- 
fense contract from the War Department 
for fuses for time shells and bombs to 
be used by the U. S. Army and Navy. 
Three shifts of eight hours each are 
being used to speed up the project, H. 
M. Stegeman, president of the firm, 
revorts. 

4 Maury D. Solomon, of D. Jacobs Sons 
Co., just back from the Indiana R.J.A. 
jewelers convention, plans to have a 
party on his newly-acquired houseboat, 
early in June, for associates of the firm. 
E. B. Jacobs, of the same concern, and 
his wife are to leave for a summer vaca- 
tion in Maine, and J. D. Jacobs, Sr. and 
Jr., plan to attend the wholesalers’ con- 
vention in Providence. 

q Henry Von Unruh, ANRJA president, 
continues to lead a merry pace in his 
convention trips about the country. He 
attended the Washington convention of 
the Horological Institute of America 
May 18-20, and plans to get to the state 
convention of the Indiana R.J.A at 
French Lick. Ind., June 22 to 24, and 
before that the state convention of the 
Missouri R.J.A. at Sedalia, Mo., June 
15 to 17. 


| Watchmaker Licensing Bill Stymied oe 


4 Members of the Cincinnati Guild, Ohi 

Watchmakers’ Association, expected to 
have a good time at their annual picnic, 
June 1, at Gehrum’s Garden, Queen City 
Avenue, despite the fact that their “pet” 
legislative measure, the watchmakers’ 
lincensing bill, has been stymied. The 
bill won in the State Senate 32 to 2, but 
did not reach the House floor, remaining 
with the Rules Committee. It apparently 
has “died” there, according to Frank 
Foegler, a foremost advocate of the bill 
and a member of the Cincinnati guild. 





q The 300 to 400 persons attending the 
annual outing of the Cincinnati Whole- 


an 


j 
+ 


sale Jewelers & Manufacturers Association, 
June 17, at Ryland Country Club, Ry- 
land, Ky., will have access to three aie fe 
beef stew, beer and baseball, as well as 
golf, music, contests, prizes, ete. <A 
softball game between the wholesalers 
and Town Criers is to be a feature, ac- 
cording to Cherry Fischer, promoter, 
Last year the wholesalers won and took 
one leg on the trophy offered which must 
be taken three consecutive years for 
permanent possession. Stanley Bieden- 
harn, general chairman, has on his com- 
mittee Clarence Loeb, Arno Dorst, Julius 
Jacobs, Jr., E. A. Fenstermacher, and 
Charles Grift. 

q A large number of out-of-town jewel- 
ry men were in Cincinnati on business 
trips recently. From Providence came 
Pat Patterson, Pittman Keeler Co.; Har- 
old Riley, Ostby & Barton Co.; Regi- 
nald White, J. J. White Mfg. Co.; Fred 
Whitney, Hadley & Co., and Frank Bud- 
long and Fred Haller, both William C, 
Green Co. New York representatives 
included Sam Newman, Phil Abrams, 
Jack Kaufman, all diamond men; Jack 
Wolf, Shiman & Co., Harold Gibson, 
Girard-Perregaux & Co., and Alfred 
Engle, Engle Bros. From Newark, N. J. 
came Harry Fisher, Aronson Co.; and 
P. J. Armeny, Baker & Co. Other were 


Bob Rhoten, Parker Pen Co., Jake 
Davis, Barnett Davis Co., diamonds, 
Pittsburgh. William Krause, Western 


Clock Co., La Salle, Ill.. George Spell- 
meier, R. F. Simmons Co., Attleboro, 
Mass.; W. F. OBrien, Seth Thomas Clock 
Co., Thomaston, Conn.; Carlton Minnus, 
Ingersoll Watch Co., Waterbury, Conn.; 
Fred Longdon, Bluffton, Ind.; Percy 
Lucas, Columbus, O.; Louis Radt, dia- 
monds, Chicago; Rudy Kamp, Hamilton 
Watch Co., Lancaster, Pa., and Bill God- 
frey, Elgin Watch Co., Elgin, II. 





Shop Early 


“Snop earty” is a_ headline that 
appeared in a recent issue of the Gold- 
smiths Journal, English jewelry trade 
publication. It does not refer to Christ- 
mas shopping as one might assume at 
first glance. The story reads: “A num- 
ber of North of England watchmakers are 
supporting the ‘complete your shopping 
by 4 p.m.’ campaign in a practical way. 
Customers who leave their shopping un- 
til late in the day are handed carefully- 
worded cards thanking them for their 
patronage and suggesting that in the 
future it would help all concerned if 
they could manage to shop Much Earlier. 
Some specifically ask customers to call 
for finished repairs only in the morning.” 

The reason is all too-obvious. 

Maurice A. Enggass, of the Enggass 
Jewelry Co., Detroit, has been elected 
president of the Detroit Better Business 
Bureau. 














SCHIRA BROS. 


PLATINUM 
DIAMOND MOUNTINGS 


PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 
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-cti Lahde, Worcester, Mass. jeweler, 
reer by Mrs. Lahde, after spend- 
ing several weeks touring Florida, re- 
turned early in May. 

W. H. Fowlie, New York office man- 

ager of the Elgin Watch Cos recently 
visited the wholesale distributors of EI- 
gin Watches in Boston. 
4 Arthur Horne, treasurer of Shreve, 
Crump & Low Co., accompanied by Mrs. 
Horne, left late in April for an extended 
cruise to the West Indies. 

Walter Butler, president of E. W. 
Reynolds Co., Los Angeles, spent a few 
davs renewing acquaintances in the jew- 
elry industry early in May. 

q@ Rhode Island Watchmakers Associa- 
tion’s third annual banquet and installa- 
tion of officers was held at Port Arthur 
Restaurant, Providence, May 22. 

q Norman Sharfmans, jeweler of Wor- 
cester, Mass., recently returned to busi- 
ness, after an extended tour of the west 
coast, accompanied by Mrs. Sharfman. 

q George A. Brannon, watchmaker, on 
June 1, moved to offices of Sanger & Co., 
387 Washington St., where he will be in 
charge of the watch repair service de- 
partment. 

q Edward Wigglesworth, Ph.D. C.G.. 
addressed the Boston Mineral Club on 
May 6, on “Quartz.” Dr. Wigglesworth 
is director of the Eastern headquarters 
and laboratory of the Gemological Insti- 
tute and American Gem Society. 

4 Albert Kerr, the genial secretary of 
the Boston Jewelers’ Club, anticipates 
for Wednesday, June 18, the day of the 
frolic at the New Ocean House, Swamp- 
scott, an off shore breeze, bright sunshine, 
a good dinner, plenty of old friends and 
a snappy show. 

q The D. C. Percival Co. bowling team 
of the jewelers league, were the guests 
of the Rogers, Lunt & Bowlen team, 
at Greenfield, Mass. The silversmiths’ 
hospitality and bowling were both above 
average and the trophy ilie D.C.P.’s ex- 
pected to bring back reinains in Green- 
field for another year. 

q Martin Zerega, who has been with the 
watch material department of D. C. Per- 
cival & Co., Inc., has decided to retire. 
Mr. Zerega lost his wife recently and 
consequently decided to take life easy. 
Louis Kibler, who has been with Percival 
for an even longer time, has now been 
placed in charge of the department. 

q Herbert S. Cruthfield, jeweler, 387 
Washington St., on May 1, celebrated 
his 50th anniversary in the jewelry trade. 
Starting as an apprentice in Detroit, he 
came to Boston 35 years ago and before 
establishing his own business was asso- 
ciated with one of the city’s exclusive 
shops as a jewelry designer and diamond 
setter. 

q Towle Silversmiths, of Newburyport, 
Mass., held its annual “Family party.” 
One of the highlights of the banquet was 
the presentation of seven 25-year service 
medals to employees by Harold E. Nock, 
vice-president, who in turn was presented 
with a similar one by President William 
A. Kinsman. Among the 470 persons at- 
tending were five veteran employes of 50 
years or more service. 

q Ferd Freistadter, one of the leading 
watch men of the country, spoke on tech- 
nicalities of horology at a meeting of the 
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Worcester County Horological Associa- 
tion, May 5, at Worcester. He showed 
examples of handmade parts. Paul C. 
Tasse was named chairman for a field 
day to be held Aug. 17, at Wright’s 
Farm, Northboro. Walter H. Kleinlein, 
Waltham, was announced as speaker for 
the June meeting. 

q Gurney Bros. Co., retail jewelers of 
Brockton, Mass., this year become one 
of that limited group of retail jewelry 
stores that have been in business for 100 
years. Celebration of the event will be 
featured throughout the year with unique 
displays of quality merchandise of Ameri- 
can manufacture. The start of the sec- 
ond century finds the firm headed by two 
brothers, J. G. and F. P. Gurney, keen 
young men, equally alive to jewelry sales 
possibilities on the south shore. 

q Among the men and women jewelry 
buyers visiting the Boston wholesalers 
last month were: Dorothy Prince. Mrs. 
E. F. Lilley and Mr. and Mrs. L. Blaine 
Libbey, Milford; Mr. and Mrs. John 
Peterson, Needham; Miss Beatrice de 
Montigny, Nashua, N. H.; Frank How- 
ard. Rutland, Vt.; Charles Hatch, Clare- 
mont, N. H.; E. R. McClintock, Dover, 
N. H.: P. H. Safford, Rochester, N. H.; 
Willard Keith, Portland. Me.; W. E. 
Blanchard, Gloucester; Holmberg and 
Douglas, Brookline; John Palmer, Re- 
vere; Ray Bullen and Allen Robertson, 
Framingham. 

4 Boston Jewelers Bowling League held 
its 18th annual banquet at Hotel Kenn- 
more, April 26, with President George E. 
Fletcher as toastmaster. After an ex- 
cellent dinner, prizes were awarded. The 
Shreve, Crump & Low Co. team for the 
second time in succession headed the 
league, winning 79 rames and having a 
total pin fall of 40.019. The others placed 
as follows: Harkins Murphy Co., 69 
games; Thomas Long Co., 64: F. Gen- 
dreau Co., 62; D. C. Percival Co., 60; 
Smith-Patterson Co., 59; A. Stowell Co., 
48; E. B. Horn Co., 37; Hodgson, Ken- 
nard Co., 35; and Bigelow, Kennard Co., 
27. The guests included Gov. Leverett 
Saltonstall, Mayor Maurice Tobin. Fred- 
eric Cook, secretary of state; Carl Law- 
ton, past president Boston Jewelers’ 
Club; Frederic Widmer, president of 
Mass. R.I. R.J.A.; Charles Seestead, 
president of Waltham Watch Co. Bowl- 
ing League; L. Blaine Libby, vice-presi- 
dent, Boston Jewelers’ Club; Albert 
Kerr, secretary of Boston Jewelers’ 
Club; Lt. Alvin Bemish, U. S. Army; 
William Stone, Gorham Mfg. Co.; Bern- 
ard Smith, Gruen Watch Co.; Theodore 
Towvim, Bulova Watch Co.; William J. 
Marshall, Waltham Watch Co.; William 
M. Selberg, Elgin Watch Co.; Murry R. 
Sherman, Lekrolite Corp. and Al Flint, 
JeweELerRS’ CrrcuLar-KEYSToNE. 





He Bit Off More Than He Could Chew 


The tenth attempted robbery of the 
Christensen Jewelry Co., of Cheyenne, 
Wyo., was foiled when a laborer who 
was taken into custody by the police 
was found to have an impediment in his 
speech. When the cops investigated they 
found that the man had six rings in his 
mouth, in addition to wedding rings found 
in his pockets. The thief was ostensibly 
waiting in the store for a pair of glasses. 
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|- ALBERTS 


SONS, INC. 





Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 


AMERICAN 
WATCHES 


Exclusively 
[DIAMOND S| 
I. ALBERTS SONS, Inc. 
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MASSACHUSETTS 


SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 
Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN 
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cIummetalie 
Korat Gold on Sterling) 
ond STERLING SILVER 
REAL STONE JEWELRY 
Sold direct to retailers 
W. E. RICHARDS CO. 


ATTLEBORO, MASS 
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Where to Buy 
IMPORTED 
China and Glass 








China INLAND Crystal 
ela CERAMICS Jom 
ann GLASS 
rasa, CORPORATION QZ 
225 FIFTH AVE. NEW YORK CITY 














ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 


Hand made English Crystal 


IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
ROYAL ALBERT CROWN CHINA, England 


PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 


EDWARD BOOTE 
35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 


SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling. Inc. 
» WW. 23rd St. New York, N. 





























FRIEDLAENDER, BELMUTH & APPELBAUM, 


Inc. 

Successors to 
FRIEDLAENDER & CO., Inc. 
Recognized for over 70 years for fine quality in 
PORCELAIN, GLASS & POTTERY 
DECORATIVE PIECES— 
DISTINCTIVE LAMPS 
AND OBJETS D’ART 


53 WEST 23rd STREET NEW YORK 








W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 
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“<The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 
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q Ben Troup, Kestenman Bros. Mfg. Co., 
and William J. Richards, Ostby & Bar- 
ton Co., both of Providence, were guests 
of honor at a recent noon luncheon of 
the Cincinnati Town Criers. 

q Ray C. Eibel, southern representative 
of Klein Bros. Co., Cincinnati, recently 
arrived home by plane just in time to 
be presented by his wife with their sec- 
ond daughter. Mother, daughter and 
father are all doing well. 

q Leonard Lewy, Lewy & Goodman, Chi- 
cago, manufacturers’ representatives, is 
expected home early in June after an ex- 


tended business and vacation trip to 
Providence, New York and other cities 
of the East on which he was accompa- 


nied by Mrs. Lewy. 

q.H. A. Bredel, representing Rueckert 
Mfg. Co., Providence; Standard Novelty 
Box Co., New, York, and Henry H. 
Sheep Mfg. Co., Philadelphia, formerly 
located at 27 E. Monroe St., Chicago, is 
now located in room 1702 of the Hey- 
worth Bldg. at 29 E. Madison St. 

q Interlude during a_ serious shooting 
fray, shot at 10 paces by Lowell F. Hal- 


ligan, director of sales research for 
Hamilton Watch Co. Scene: Elliot’s 
skeet-shooting park. at Kansas City. The 





massive derriere in the foreground be- 
longs to Jack Keenan, Hamilton trav- 
eler. Others are Otis Bryan, TWA chief 
pilot, and Herb Kiger. 

q Jack Goldstein, who has devoted 34 
years to selling jewelry, having started 
with Aisenstein & Wornock, of New 
York, and held connections with J. J. 
Schmuckler and A. Cohen & ie also of 
that city, has joined the U. Jewelry 
Co., Baltimore’ wholesalers, est is now 
covering the Southern territory for that 
corporation. Mr. Goldstein is a past 
president of the New York Jewelers’ 
Benevolent Association and is widely- 
known in the trade. 








KOSCHERAK BROS., INC. 
129-131 Fifth Ave., New York 


English Bone China Tableware 
Imported Art Pottery 

China Figurines 

"Pairpoint'' Am2rican Glass 
Antique Reproductions 














Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








MINTON 


English Bone China 
ADAMS CALYX WARE 
RIDGWAYS DINNERWARE 
T. WEBB & CORBETT ENGLISH CRYSTAL 
Meakin & Ridgway, Inc. 

129 Fifth Avenue, New York, N. Y. 
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| @ Henri Duizend, for many years aggo- 


ciated with Jacques Mandelbaum, Inc, 
New York City, as a diamond sale *sman 
in New York, Boston and New England, 
has been transferred to represent the 
firm on the West Coast. He has his 
headquarters in Mandelbaum’s newly- 
established branch office at 704 Market 
St., San Francisco. 

George C. Wiltshire, secretary of the 
W. R. Cobb Co., had reason to be happy 
when this picture was taken for he 
was on his wedding trip to White Sul- 
phur Springs, W. Va., and other points 





in the South, with his recent bride, who 
GEORGE C. 
WILTSHIRE 

was Miss Dorothy B. Shapard, East 


Orange, N. J. Prior to 1922 Mr. Wilt- 
shire was New York manager for F. H. 
Noble Co. for a period of 14 years. ‘The 
couple will reside in Kast Orange. 

q To beat the bangtails was the objec- 
tive of George E. Brown and Louis Hum- 
mel, Jr., of Gerwe-Frohman Co., and 
Louis Hummel Co., all of Cincinnati, in 
a trip they took to I .exington, Ky. May- 
be they did. Maybe not. Brown, John A. 
Gerwe and James Dunn, all of Gerwe- 
Frohman, were a few of the Cincinnati 
jewelers spotted at the Derby at Louis- 
ville. 

q Walter Butler, E. W. Reynolds Co., 
I.os Angeles and the Pacific Coast, was 
so pleased ‘with his visit to Chicago in 
the early part of May, at which time sev- 
eral prominent men of the Chicago trade 
contributed toward his expenses by way 
of the bridge table, that he stopped over 
while returning home from New York 
and Providence and was an honor guest 
at the C. J. A. luncheon and annual 
meeting on May 15. 


Toronto Jewelers Donate Ambulance 

A committee of women employed in 
Toronto jewelry stores and a committee 
of the ‘Toronto Jewelers Association have 
culminated a campaign for funds by 
turning over a check for $1,750 in pay- 
ment for an ambulance that has_ been 
donated to the Red Cross. Funds were 
raised by bridge parties, raffles, golf 
tournaments, shows, dinners and a dance. 

Herman L. Rest, founder of H. L. 
Rost & Son, leading jewelers cf Colum- 
bus. Ind., died May 15, of a heart attack, 


at the age of 84. While the store had 
been in charge of his son, Carl L. Rost, 


in recent vears, the deceased spent much 
time at the store. 

A watch more than 250 years old won 
over more than 200 entries in a contest 
conducted by Shoshone’s Credit Jewei- 
ers, of Shawnee, Okla. A modern wrist 
watch went to the winner. 
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OBITUARIES 


Warrer H. Akers, 65, jeweler at Dan- 
ville, Ill, for the past 13 years, died 
suddenly on May 4. 

Joun Coccui, 65, veteran Niagara 
Falls, N. Y. jeweler suffered a fatal 
heart attack on April 29, while minister- 
ing to more than 200 canaries he raised. 

Joun S. Coomer, 63, Jeweler at Den- 
ver, Colo., since 1906, died May 4, after 
a brief illness. 

Apoten _F. E1senseiss, 59, one of the 
most widely-known personalities in the 
trade, died suddenly on May 1, at his 
home in St. Louis, Mo. “Beiss,” as he 
was familiarly known to thousands of 
jewelers, was considered a diamond au- 
thority. As manager of the diamond de- 
partment of the Kisenstadt Mfg. Co., St. 
Louis, which he joined in 1898, Mr. Eisen- 
beiss had traveled in almost every state 
and had addressed many jewelry organi- 
zations on diamonds, on which subject 
his knowledge and enthusiasm were 
boundless. He was an energetic associa- 


The Late Adolph 
F. Eisenbeiss, 
diamond expert 





tion worker and was one of the pioneer 
members of the Jewelers Publicity Com- 
mittee. Prior to the present war he had 
made numerous visits to the Kuropean 
diamond centers, where he had many 
friends. He was an honorary member 
of the American Gem Society and _ at- 
tended its conclaves. Mr. Kisenbeiss en- 
tered the trade as a boy, serving his 
apprenticeship with the old St. Louis 
firm of Eugene Jaceurd. He had _ re- 
turned from a trip through the South- 
west just two days before his death. In 
order to relax from the trip he stayed 
away from the office on Wednesday, 
April 30, and played a game of golf 
with Mrs. Eisenbeiss and a nephew. The 
next day he came to the office, and at 
noon attended a luncheon of the Rotary 
Club. Afterwards, feeling that he was 
suffering from an infected throat, he 
went to a physician and then had _ his 
assistant drive him to his home. He went 
to his bedroom and prepared to go to bed 
and within five minutes suffered a heart 
attack. 

lro H. Fein, 74, retired jeweler of 
Kansas City, Mo., died May 17. 

Recinatp W. GarstanG, 39, manager 
of the jewelry department of Charles 
Mayer & Co., Indianapolis, a position 
ne held since 1937, when he left Julius 
C. Walk & Son, after 15 years with that 
firm, was found dead at his home, on 
May 3, a victim of a heart attack. For 
ten years he had been secretary of the 
Jewelry store operated by his grand- 
father, Julius C. Waik. He was a nephew 
of Carl F. Walk, now president of the 
firm. He was a former secretary of the 
Indiana R.J.A. He had a marked talent 
for dramatics and participated in pro- 
ductions at the University of Wisconsin 
and with local dramatic groups. 
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Gurnn A. Gray, 38, former track 
star who for 14 years was associated | 
with the firm of Gray, Gribben & Gray, | 
Indianapolis, jewelers, died May 4, after | 
being confined to a hospital for a month. | 
He was manager of the store at the | 
time of his death. He attained fame as 
a runner at high school and at Butler 
University and at one time held all- | 
American records in the 100- and 220- | 
meter runs. 

Gustave A. Gross, 67, retired whole- 
sale jeweler of Syracuse, N. Y., died 
April 27, after a long illness. 

Avsert FE, Hissarp, 76, jeweler for 
half a century in New Bern, S. C., until 
his retirement two years ago, died April 
25, after a long iilness. — 


Currrorp W. Horxtins, 67, assistant | 
treasurer of R. H. Macy & Co., New | 
York, and for many years the firm’s 


silver buyer, died May 4. He joined the 
Macy organization in 1906 as buyer of 
silverware, previously having been a sil- | 
verware buyer in Springfield, Mass. 

J. B. Hunrer, former jeweler of 
Nanty Glo, Pa., died on April 28, at his 
home in Chambersburg, Pa. 

Puitie Mene, 71, connected with the 
diamond business in Chicago for many 
years, during most of which he was as- 
sociated with the diamond-cutting division 
of Stein & Ellbogen until he retired, died 
on May 15, after a brief illness. A son- 
in-law, Gordon L.. Petersen, is with the 
Ball Co. 

Mrs. Racusi NiermMan, 97, widow of 
the late Peter Nierman, well-known jew- 
eler in Chicago for over 50 years, fell to 
her death from a window of her second 
floor apartment, on May 18. 


A. J. Rankin, 79, founder of the | 
Rankin Co., Roanoke, Va., died April 20. | 
Craries F. 


heart attack. 
Max Saromon, 52, Milwaukee jeweler 
for 25 years, died April 19. 


Watrer J. Srecrriep, 39, credit mana- 


ger of the Kay Jewelry Co. store in 
Allentown, Pa., for the past five years, 
died April 30, after a two-weeks’ illness. 
ANTHONY WAYNE STEVENSON, 84, a 
watchmaker and jeweler at Middleburgh, 
N. Y., since 1881, died May 6, a few days 
after he was stricken in his store. He | 
was working daily after a recent opera- 
tion. At 13 he began to learn the trade 
in the store of his brother, the late 
George L. Stevenson, in Albany, and 
upon the retirement of his father took 
over his business in Middleburgh. An- 





other brother, Frank P. Stevenson, a 
nephew, Ed Stevenson, and hjs_ son, | 
Arthur P. Stevenson, have all been | 


watchmakers. The deceased subscribed 
for the Krystrone from its beginning in 
1881 and had a nearly complete file of | 
the Krysrone and The Jeweters’ Circv- 
LAR-KEYSTONE. 

Epwarp S. Wicks, 58, Pittston, Pa. 
jeweler, died May 11, after an illness 
of only a few hours. He opened his 
own business in 1912. 


Service Watches on Critical List 


Service watches have been added to 
the defense priority critical list, which 
was announced on March 18 by OPM 
Director of Priorities Edward R. Stet- 
tinius, Jr. The list is subject to auto- 


24-Karat Club of Ohio 
Gains Members; 
Von Unruh, Evans Guests at Dinner 


More than 50 members of the Cleve- 
land jewelry trade talked over current 
problems at a recent dinner of the 
Twenty-four Karat Club, at which 
Henry W. Von Unruh, president, and 
Charles T. Evans, secretary, of ANRJA, 
were guests of honor. A forum was heid 
after the principal guests had spoken. 

Encouraging reports were made on 
the watchmaker licensing bill and the 
wholesale-retail bill, patterned after the 
Wisconsin law, both of which had at the 
time been passed by the Judiciary Com- 
mittee of the Ohio Assembly. 

More than 20 applications for mem- 
bership in the club were acted upon at 
the meeting, indicating the interest in 
this group, which comprises jewelers of 
Cleveland and northern Ohio. Lewis T. 
Benway, Basch Jewelers, is president, 
and Clarence Rock, of Scribner & Loehr, 
also of Cleveland, is secretary. 

“At the earliest possible time there 
will be a new, bigger and better Michzels 
store,” Irving Michaels stated after a 
lire which recently made a shambles of 
the New Haven, Conn. store of the New 
England jewelry chain. 








Rernarp, 58, Mount Car- | 
mel. Pa. jeweler, died April 29, after a | 





Where to Buy 
DOMESTIC 
China and Glass 


ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 


for the 


FINE CHINA TRADE 


MADE INAMERICA * MADEOF AMERICA 
149 Fifth Ave., New York, N. Y. 














“CARENADE” CRYSTAL 


Stemware, Bowls, Vases, Perfume Bottles, 
and Smoking Accessories 


e 
Send for iMlustrated Catalog 


ENRIGHT - LE CARBOULEC, INC. 


160 Fifth Ave. New York City 
CHelsea 2-5558 











HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 











LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
LENOX 
LENOX, INC. 


America 


Trenton, N. J. 











matic priority ratings by the Army and 
Navy. | 





NOVELTIES 
Made in 
THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 
THEODORE HAVILAND CO., INC. 


26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY CHICAGO, ILL. 
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Ave you Considering 


GOING OUT OF BUSINESS 


A definite decision? or a half-formulated plan in your mind? 

In either case, consult Gordon Brothers for a sound basis on 

which to act. We are the largest jewelry stock buyers in the 

country, and because of our specialization usually make the a P wenn S you 

highest bid. For further facts about us, consult the Jeweler’s high +g Magi 
that should be con- 

Board of Trade or your local bank. And to give you some & verted into cash? Ship 


idea of the calibre of stocks we have purchased, here are it to us. Within 24 
hours, our check goes 
out to you as an offer, 





a few of the many jewelry stocks pone atic fi Gta 
purchased by us in the past ten years: awaiting your accept- 

ance. If unsatisfac- 
C. P. Goldsmith, New York City $400,000. Newsalt’s, Dayton, tory, your merchan- 


dise shipped back to 


you at once! 


Ohio $500,000. Harris & Shaffer, Washington, D. C. $250,- 
000. Siebel’s, Saginaw, Mich. $65,000. Koch’s, Savannah, Ga. 
$50,000 and others too numerous to tabulate. 


WRITE! WIRE! PHONE! 
We'll call on you at our expense, ordon YOS. 


and of course keep your com- 
munications confidential. Cash Buyers of Jewelry Stocks and Fixtures 
18 PROVINCE ST. BOSTON, MASS. 



































STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 


in all our other metals 


FINE GOLD PLATINUM | 
PALLADIUM IRIDIUM | 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 














ve soucr vor = agstenhuber & Lehrfeld 


SWEEPS — FILINGS 
SCRAP GOLD AND SMELTERS AND REFINERS 


PLATINUM 24 JOHN ST. NEW YORK, N. Y. 
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Practical Modern Watchmaking 


by HOWARD L. BEEHLER, President, Horological Institute of America 
Part Ill—Overcoiling 


Section 1, 





VERCOILS are formed on hairsprings so that 
closer isochronal rates may be obtained than is 
possible with a “flat hairspring.” 

An isochronal balance unit (balance wheel, hairspring, 
and roller complete) is one that will have the same 
period in the high that it has in the low arcs of motion. 

In order that a balance and hairspring unit shall 
possess this quality of isochronism, it is necessary that 
the torque on the balance staff shall at all times be di- 
rectly proportional to the angle through which the bal- 
ance turns. This statement can be more readily under- 
stood by a study of Fig. 1. 

It is assumed here that the balance wheel is properly 
mounted in the plates and jewels of a watch. The pallet 
has been removed so that the balance is permitted to 
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/ / 
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Z * \SXe'posimion 
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*— WINDING \ 20 


BALANCE AND HAIRSPRING IN NEUTRAL POSITION 
—HAIRSPRING UNSTRESSED — 





come to rest with the hairspring unstressed and the 
center of the jewel pin directly on the line of centers 
of the escape, pallet, and balance jewel holes. In Fig. 1, 
the balance arm is pointing to the zero position. 

Let us now assume that the balance wheel is manually 
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This is the eighth instalment of a series of 
original articles on “Practical Modern 
Watchmaking,” which have been prepared 
for the new educational program of 
the Horological Institute of America and 
through the courtesy of that organization 
are here appearing in print for the first time. 
Following their first publication in JEWELERS’ 
CircuLaR-KEYSTONE, reprints of the articles 
are being made available through the Horo- 
logical Institute, to whom requests and in- 
quiries should be directed. Address Ralph E. 
Gould, Secretary, Horological Institute of 
America, c/o Bureau of Standards, Wash- 
ington, D. C. 











turned so that the balance arm is moved through an 
angle of 1° which winds up the hairspring, and thereby 
places a torque on the balance staff, let us say of .0100 
gram centimeter. Now let us further assume that the 
balance wheel is forcibly moved through angles of 2°-3° 
and successively on up to 270°. 

If the torque on the balance staff increases in direct 
proportion to the angle through which the balance is 
turned, there will be a torque of .0200 gram centimeter 
at 2°; .0300 gram centimeter at 3°; and 2.700 gram 
centimeter at 270°. 

If this condition exists, the balance unit will be isoch- 
ronal, and the period of the balance will be the same for 
any angular swing of the balance, from 10° to 270°. 

Figure 2 is intended to show that with a flat hair- 
spring the above assumptions are not true, but that as 
soon as the balance wheel is moved through angles of 
10°-20° and so on up to 270°, that the eccentric motion 
of the spring tends to force the balance pivots away 
from the stud during the winding up process and toward 
the stud during the unwinding process. The equal 
torque is, therefore, disturbed by the friction on the staff 
due to the radial thrust of the spring. 

Abraham Louis Breguet conceived the idea to bend 
the outside coil up and lay it over the top of the main 
portion of the flat spiral, with the idea in mind of per- 
mitting the entire spring to wind and unwind more con- 
centrically. 

It was found by practical experiment that a spring 
equipped with an “overcoil” of this type actually permit- 
ted the spring to remain more central during the vibra- 
tions of the balance wheel and thereby decreased the 
isochronal error. 

Figure 3 shows the result of a spring fitted with an 
overcoil. Here we are able to visualize that during the 
winding and unwinding of the spring that the torque 


129 











“Watch repairs have 
, , STILL PAYING 
increased substantially TOP PRICES 


—and ata price advance E are still paying top prices for 
sweeps from U.S.A. 


of ” R = NEHER We are still covering them against 
O Seentlin loss on the way... 


Newark, N. J. Why not ship us your next barrel as 
usual? 


“One customer tells an- 
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Third Edition 


WITH THE WATCHMAKER 
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There’s a stability to Nye Oil quality that by 
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guards. It comes from the ‘“‘human equa- | Donald de Carle 
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Here is a concisely written book packed with useful and 
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on the balance staff will conform more closely to the 
conditions established in Fig. 1, therefore, more perfect 
isochronism will result. 

The main purpose of this article is to describe and 
lav down rules for the manipulation of the spring so 
that overcoils may be formed and altered that will 
satisfy practical requirements. 

We make no claim concerning the absolute theoretical 
correctness of the form of overcoil presented here, nor 


UNWINDING —” 





FLAT HAIRSPRING IN NEUTRAL POSITION 
HAIRSPRING UNSTRESSED 





do we wish to imply that it is possible to present a per- 
fect isochronal overcoil. For practical watchmakers 
working in a field where overcoils of every description 
are encountered, it becomes necessary to be able to: 

1. Form complete new overcoils. 

2. Reshape bent and distorted overcoils so that they 
may function as originally intended. 

3. Reshape bent and distorted overcoils so that the 
spring may satisfy the conditions of proper height and 
correct centering. 

4. Reshape overcoils so that closer isochronal rates 
may be obtained. 

It will be advisable here to consider and make a state- 
ment relative to the actual rate changes due to changes 
in motion when flat springs and overcoiled springs are 
fitted to balance wheels. 

1. With a solid balance wheel fitted with a flat hair- 
spring the isochronal error will usually be as follows: 
The rate will be slower in the low arcs than in the high 
ares of motion. The difference may be as high as 50 
seconds between 14 turn and 114 turns. 

2. With a solid balance wheel fitted with an over- 
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coiled spring, in which the overcoil goes almost straight 
across the main portion of the spiral, similar to Fig. 4, 
the isochronal error will usually be as follows: The rate 
will be faster in the low arcs than in the high ares of 


CHART SHOWING 


HAIRSPRING 
WITH AN 
OVER COIL 
UNSTRESSED 
WOUND 
UN WOUND 
Fig. 3. 


motion. From these two conditions it would seem that 
if an overcoil could be formed that would lie some place 
between the two extreme conditions shown in Figs. 
2 and 4 that the rate in the high and low arcs of motion 
would be more nearly equal. Practical tests will show 
that this statement is true. 

It can also be seen that bending the overcoil in to- 
wards the balance staff will cause the short arcs to take 
a faster rate, and that bending the overcoil away from 
the staff will cause the short arcs to take a slower rate. 
For Fig. 5 it is intended to clarify these statements by 





Fig. 4. 


showing the overcoil in three different positions, 4, B 
and C. Let us assume here that with the original over- 
coil, represented by A, that the rate is still slow in the 
low and fast in the high ares of motion. The ‘portion 
represented by the dotted lines is bent inwards, towards 
the staff so as to conform to conditions shown at B. Now 
the rate has changed so that it is fast in the low and 
slow in the high ares of motion. The correction there- 
fore has been overdone and it will be necessary to move 
the portion shown in dotted lines away from the staff, 
to the position represented by C. 

The effects of these bends can be proven quickly with 
the use of a timing machine and by those watchmakers 
possessing the skill necessary to reshape the overcoils. 

(To be continued next month) 
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LEANING SOLUTIONS—tThere are so many new 

watch cleaning and rinsing solutions that come out 

for sale, and I would like to know the rules for making 

quick tests of these to select the best solutions. (Ques- 
tion No. 5329.) T. D. 


Answer—wWe cannot give you any reliable tests of 
cleaning solutions that can be quickly performed. The 
one thorough, reliable test is one that will duplicate the 
actual conditions in watches in use. After using a new 
cleaning solution, the watch should be oiled and actually 
worn and the condition of the oil examined at intervals 
of a few months each, to judge whether the cleaning 
solution leaves any traces on the watch parts that would 
have a tendency to deteriorate the oil. We know of no 
quick laboratory tests that can duplicate the conditions 
of actual use. 


TCHING BRASS—Wish to know the best solution 
for etching lettering on brass; this is to mark my 
name on some tools. (Question No. 5330.) P. F. 


Answer—One part nitric acid in eight parts water, 
or in somewhat less water, makes a good etching solu- 
tion. If the metal to be etched is more of a bronze al- 
loy (tin and copper instead of zinc and copper) the 
solution may be made stronger in acid. In mixing water 
and acids, slowly add the acid to the water, instead of 
the water to the acid, to avoid violent boiling, splashing, 
and possible injury to the operator. 


ATHES COMPARED—-A friend of mine, a good 
watchmaker, does all his face plate and uprighting 
work on a lathe he brought from Europe—a brass lathe 
turned by hand with face plate and slide rest fixed 
permanently on it. He thinks our American universal 
face plates are not reliable. Is he correct? (Question 
No. 5331.) A. R. 


Answer—The lathe referred to is really a part of 
the several different lathes belonging in the old Euro- 
pean watchmaker’s outfit. It was necessary because re- 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


cessing and uprighting work could not be done on the 
bow lathe with dead centers. The American type lathe 
with its attachments makes a more compact and con- 
venient outfit and if well made, and well cared for, cer- 
tainly will do altogether as accurate work as the older 
type European outfit will—but in both kinds of equip- 
ment, after all, the skill of the workman is more im- 


portant than the type of equipment he uses. 
99 CLOCK—Here in our town there is a 


66 
149 wooden clock with date 1492 and a por- 


trait on the wooden dial, which the owner thinks is 
worth a lot of money and proves this by showing a news- 
paper clipping from a paper out west which has a pic- 
ture of a clock like this one and a story, the owner of 
that clock holding it at $1,000. The clock here looks to 
me like a machine made product, with figures on dial 
stamped with what must have been heavy machinery 
which couldn’t exist in 1492. Would like to have your 
idea of this if possible. (Question No. 5332.) E. D. 


Answer—yYour deduction is correct; the clock of 
your description is evidently one of the souvenir clocks 
that were sold by the thousands at the Chicago World’s 
Fair in 1893, and the numbers and portrait on the dial 
were the work of heavy die-stamping machinery. These 
clocks every now and then turn up and make newspaper 
stories, usually with big values stated for the clocks; but 
it is hardly necessary to say that they are of no value as 
antiques, as they are not old, and they never were good 
clocks. 


LEANING MARBLE—From a machine which 

temporarily stood on our white marble floor, some 
oil dropped to the floor and wasn’t noticed for several 
weeks, and has penetrated, it seems, too deeply into 
the stone to remove with gasoline, or anything else we 
tried. Is there some special process for removing oil 
from stone like this? (Question No. 5333.) L.C. 


Answer—Cut a piece of clean white canton flannel 
somewhat larger than the stain on the marble. Soak this 
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nixture of half and half amyl-acetate and 
ay the wet patch over the stained marble. 


eloth in a @ 


acetone, and | 
Lay a slab of scrap marble on the patch; this can be 


obtained of a local marble works. After eight or ten 
hours, examine and no doubt the oil stain, while reduced, 
will not have disappeared, so repeat the treatment with 


fresh cloth and solution, Repeat the above until the 
oil has disappeared, and the marble is restored to its 
natural color. The piece of scrap marble laid on top 
of the rag is important, as the action of the process seems 
to be that the solution dissolves out the oil which is then 
absorbed through the cloth by the piece of unoiled scrap 


marble. 


UMPING NUMERAL-—Is the jumping-numeral 
form of watch dial a new thing, or when was it first 
used? (Question No. 5334.) M. M. 


Answer—Dials of the kind asked about had their 
origin between three and four centuries ago; not, how- 
ever, as hour and minute dials, but as a calendar feature 
on clock dials. The days of the month were made to 
appear in an opening in the dial. Exactly when the 
earliest use of this was made on time dials is not on 
record, but there are watches nearly two centuries old 
that have such dials. 


Epps eceplain REPAIRS—How about repair 
jobs left on our hands a long time and not called 
for by owners—what is the law on selling these to get 
the money out of them instead of letting them collect, 
more and more to our loss? (Question No. 5335.) 


0. C. L. 


Answer—While both state laws and local ordinances 
covering uncalled-for repair jobs, do vary here and 
there, all of these regulations conform pretty closely 
to a principle that in justice to both the owner of the 
article and the repairer of it, the repairer must make 
reasonable effort to warn the owner before selling the 
article. It is sufficient to mail a notice that unless the 
article is called for within a specified number of days, 
it will be sold; this notice had better be sent by first 
class mail to the last known address so that it will be 
forwarded to the present address if known to the post 
office. If there is no response to this notice, then the 
repairer may sell the article for any price he can obtain. 
But he is liable in case the owner does turn up, to pay 
to the owner any excess amount over the amount of re- 
pairs that the article was sold for. It is very important 
to keep accurate records of all the steps in the proceed- 
ings, dates, amounts, etc., for your protection, in case 
the owner later makes unfair claims as to value or any 
other factors in the transaction. Records should be care- 
fully kept that could be used as proofs of facts in case 
of disagreement or litigation. 


Y present employer kicks about my smoking while 

at work. What’s right about this? I always 
smoked when I wanted to every other place I worked. 
Is there any law about this? (Question No. 5336.) I. 
Ct. 


Answer—We do not think this is a matter of law, 
but of common sense. An employer certainly should 
make his own regulations as to conduct of his employes 
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while at work in his establishment, and if you feel that 
your smoking while at work is important enough to 
raise an issue on it, the thing to do would be to find a 
job somewhere where smoking is not objectionable to 
the employer. Certainly in the better class of retail 
jewelry stores, one might expect the rule to be no smok- 
ing, at least in sight of customers in the store. There 
are certain things which, while not very weighty in them- 
selves, do add or detract from the tone and atmosphere 
of a business establishment, and smoking by employes 
on duty seems to be one of these. 


HIPPED BLADE—Among some second hand tools 

I bought, there is a fine poising tool with agate 

jaws with a small chip in the center of one of the blades 

which makes it impossible to use the tool. Is there any 

way of grinding out the defect that can be used with- 
out lapidary equipment? (Question No. 5337.) L. M. 


Answer—Agate can be ground and polished easily 
with diamond powder on copper laps or with less costly 
equipment, boxwood laps with graded tungsten carbide 
powders. These things can be bought of most watch- 
makers’ supply dealers. A flat-faced lap in either case 
is rotated in the lathe and the agate jaw held against it 
and ground, following the original form of the jaw, un- 
til the chipped spot is ground out. After grinding, the 
agate is polished on a lap with the finest powder. The 
form of the original edge will show what is correct on 
the re-ground edge. The other jaw must then be ground 
and polished so that its level will match the one that 
had been chipped. 


LJ IGH-POWER LOUPE=— What is the highest 

power that can be obtained in a magnifying glass 
for watchwork, that can be mounted as an eyeglass or 
loupe? (Question No. 5338.) T. L. T. 


Answer—Recently the Bausch & Lomb Co., Roches- 
ter, N. Y., placed on the market a watchmakers’ loupe 
that magnifies ten times, which is an additional magni- 
fying power of three times over the highest power 
“double loupe” of the older system of lenses. 


IGNES INTO INCHES—How does the 17 ligne 

Swiss watch movement compare in diameter with 

American size movements; also in millimeters? (Ques- 
tion No. 5339.) S. M. 





Answer—17 lignes in Swiss measurement is equal to 
10 size (11% inches) in American measurement and to 
38 millimeters in metric measurement. 


USPENDED BARREL—What is a suspended bar- 
rel? (Question No. 5340.) K. R. 


Answer—A suspended barrel is the type in which 
there is no bearing in the framework of the watch for 
a lower barrel-arbor pivot. What holds the barrel arbor 
upright is the frictional holding between two surfaces, 
in the barrel bridge, of a ratchet wheel that is a part 
of the barrel arbor itself. This type construction was 
invented by LePine, a French watchmaker, nearly two 
centuries ago, to enable the making of thinner watch 
movements that became fashionable about that time. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


Te avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
j 100 E. 42nd St., New York 








Situations Wanted. 


Under this heading. 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





JEWELRY REPAIR man crystal fitter, 
first class, desires change. Address “D., 
192,” care Jewelers’ Circular-Keystone. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 28 years’ experience; 
best references. Address “K., 147,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER - SALESMAN, small 
jewelry repairing and engraving; Ohio 
optometrist; salary $43. Address “H., 
197,” care Jewelers’ Circular-Keystone. 





EXPERT well trained manufacturing 
jeweler, setter, designer; special order 
or stock, platinum, gold; best refer- 
ences. Address “A., 52,” care Jewelers’ 
Circular-Keystone. 





CAPABLE Swiss and R. R. watchmaker, 
25 years’ experience; moderate salary 
or will consider commission; good ref- 
erences. Address “F., 195,” care Jewel- 
ers’ Circular-Keystone. 





FENAMELER, seeking a connection with 
iirm making a line of hard enamel 
goods, jewelry emblems, military in- 
signia, etc. Address “E., 193,” care 
Jewelers’ Circular-Keystone. 





ENGRAVER qualified to meet require- 
ments of high calibre organization ; 
years’ of experience in diversified field ; 
available June first. Address “M., 204,” 
eare Jewelers’ Circular-Keystone. 





JEWELER, long experience, do clock re- 


pairing and stone setting, also assist 
at watch work; wishes position in re- 
tail store. Address ‘N., 205," care 


Jewelers’ Circular-Keystone. 





YOUNG LADY, jewelry experience, ste- 
nographer, knowledge of bookkeeping ; 
able to take charge of small office; 
conscientious worker. Miss Ernestine 
Singer, 625 W. 169th St., New York. 





YOUNG MAN 27, four years’ mechanical 
optical experience, seeks future with 
reliable firm; salary secondary. Ad- 
dress “S., 154,” care Jewelers’ Circu- 
lar-Keystone. 





COMPETENT watchmaker, all grades; 
good engraver; 25 years at bench; will 
make change; New England preferred. 
Address “C., 163,’’ care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN, silver and jewelry; well 
known Middle and Southwest jewelry, 
gift and department store trade; can 
meet any requirement. Address “J., 
80,” care Jewelers’ Circular-Keystone. 





BOOKKEEPER, male, married; _ full 
charge, all office details; 17 years’ 
jewelry and stone lines; selling and 
buying experience; A-1 references. Ad- 
dress “B., 165,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, expert on Swiss wnd 
American; clock repairman; Bowman 
graduate; number of years’ experience ; 
best of references. Address “K., 175,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, 12 years’ experience, 
wants job; steady worker, good refer- 
ences; available at once; please give 
all details in first letter. Address “S., 
185,” care Jewelers’ Circular-Keystone. 





DEPENDABLE salesman, 38, Jewish- 
American, 20 years’ retail experience ; 
good appearance and personality; A-1 
references; $25 per week. Address “T., 
157,” care Jewelers’ Circular-Keystone. 





SALESMAN, young man, ‘calling on 
jewelry stores, New York City, de- 
sires line or side line, watches, rings, 
costume jewelry, attachments; pres- 
ently employed. Address ‘A., 4489,” 
care Jewelers’ Circular-Keystone. 





YOUNG MAN, 21, desires position as 
second watchmaker; capable and will- 
ing worker with own tools; excellent 
references ; exempt from draft. Address 
“F., 114,” care Jewelers’ Circular-Key- 
stone. 





OPTOMETRIST, credit jewelry store ex- 
perience; college graduate; capable re- 
fractionist and salesman; deferred 
from draft; New York City or State. 
Address “G., 173,” care Jewelers’ Cir- 
cular-Keystone, 





WATCHMAKER, 32, single, school 
trained, seven years’ experience, now 
employed, but desires a change; salary 
$30 week to start; excellent references ; 
South only. Address “H., 119,” care 
Jewelers’ Circular-Keystone. 





DIAMOND SETTER, expert all around 
man; knowledge of jewelry and ecali- 
bre repairs, desires steady work any- 
where; references from best New 
York firms. Address “F., 75,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, with excellent contacts and 
successful experience, covering the 
South and Southwest; college man, 30; 
A-1 references. Address “D., 134,” care 
Jewelers’ Circular-Keystone. 





EXPERIENCED watchmaker, estimator, 
American; finest work on all types of 
watches; now holding responsible posi- 
tion, desires change; South only. Ad- 
dress “‘L., 148,” care Jewelers’ Circular- 
Keystone. 





DON’T WAIT; have those extra sales 


now; retail promotion-salesman ; 15 
years with leading stores; college : 
Christian ; 36; resident New York City! 
now available. Address “P., 153,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER-JEWELER and gales- 
man wishes position on West Coast: 
best of reference; credit experience: 
$50 per week or commission; August or 
September. Address “F., 96,” care 
Jewelers’ Circular-Keystone. 

LS 

SALESMAN, retail, age 36, single, can 
assist watch repairing if necessary ; 
capable producer ; neat appearance: ex: 
cellent references; salary $35; distance 
no objection. Address “A., 186,” care 
Jewelers’ Circular-Keystone. 








SUITABLE for large store as_ bench 
watchmaker, with  pivot-polisher; 30 
years’ factory and best of stores; Cen- 
tral States or Texas; salary $55; age 
50; married. Address “H., 98,” care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER, full charge, trial bal- 
ance, tax reports, pay roll; experienced 
in manufacturing wholesale and retail, 
and semi-precious stones; knowledge 
of stenography. Address ‘J., 104,” care 
Jewelers’ Circular-Keystone. 





IDEAL department manager and esti- 
mator, experienced watchmaker and 
salesman; 12 years in own jewelry 
business; A-1 references; now em- 
ployed. Address “R., 183,’ care Jewel- 
ers’ Circular-Keystone. 








CAPABLE young man, dependable, ex- 
perienced buying and order depart- 
ment, seeks position with reputable 
wholesale jewelry or watch concern; 
excellent references. Address “N., 
181,” care Jewelers’ Circular-Keystone. 








A-1 WATCHMAKER, 26 years’ experi- 
ence; chronograph repeaters a_ spe- 
cialty; close timing on all watches; 
Indiana license; $45 per week. Address 
“R,, 169,” care Jewelers’ Circular-Key- 
stone. 





ALERT, industrious; young jewelry 
salesman, 13% years’ experience; thor- 
ough knowledge every phase retail 
business, including stock control and 
credit. Address “D., 131,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG MAN, 24 years of age, with two 
years’ of experience in jewelry and 
clock repairing, wishes position with 
opportunity to finish watchmaking; 
salary no object. Address “N., 151,” 
care Jewelers’ Circular-Keystone. 





CREDIT STORE manager, buyer, sales- 
man, 17 years’ experience, capable of 
taking complete charge credits, collec- 
tions, windows, advertising, etc., now 
employed, desires change. Address 
“O., 206,” care Jewelers’ Circular-Key- 
stone. 





CERTIFIED watchmaker; 15 years’ front 
bench; good estimator; light jewelry 
repairing; experienced in_ servicing 
chime and French clocks; neat appear- 
ance, age 32, married; $50 per week. 
Address “J., 144,” care Jewelers’ Cir- 
cular-Keystone. 





EXPERIENCED watchmaker, jeweler 
and excellent salesman, desires posi- 
tion in large first class store, prefer- 
ably as manager repair department; 
finest character and personality. Ad- 
dress “P., 182,” care Jewelers’ Circular- 
Keystone. 





FORCEFUL salesman and business get- 
ter of unusual ability, thoroughly fa- 
miliar and competent every phase busi- 
ness; 25 years’ experience leading 
firms; 10 years with last employer ; 
available June 1. Address “G., 97, 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, 13 years’ experience, 
school trained, age 37, reliable, ef- 
ficient; smallest to R. R. watches. 
clocks, ring sizing, light engraving: 
references; Pacific Coast States pre- 
ferred; state salary. Address “E., 113, 
care Jewelers’ Circular-Keystone. 
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H.I.A. Convention 
(Continued from page 106) 


industry. He said it was impossible to 
sav whether the information obtained 
through registration of skilled men, such 
as watchmakers, would be extended to 
industry which is concerned with defense 
production. ; ‘ 

Announcement of the development of 
a synthetic oil for watch lubrication, 
which has been long awaited by the pro- 
fession, was made by Dr. L. W. Bass, 
assistant director of the Mellon Institute 
of Industrial Research. 

This development is of great impor- 
tance to the national defense program 
in view of the fact that it provides a 
means of improved lubrication for watch- 
es and timepieces used under the ex- 
traordinary conditions of warfare, such 
as in extreme heat or extreme cold. 

Dr. Bass stated that consideration is 
now being given to the manner in which 
the oil can be released to the trade, 
probably the latter part of the year. 
Announcement of this will be made 
through the trade publications, he said. 
The formula for the oil, which is in the 
hands of the Elgin Watch Co., is not be- 
ing released because of patent consid- 
erations, Dr. Bass explained. 

Research on the development of the 
synthetic oil, to replace natural oils 
which have been found unreliable in one 
way or another, has been going on for 
some time at the Mellon Institute, under 
the instigation of the Elgin Watch Co. 
This is the first announcement of the 
findings of the long research work. 

The paper delivered by Dr. Bass, 
which was prepared by Dr. George E. 
Barker, of the Mellon Institute, and 
Frank D. Urie, of Elgin, said in part: 

“This research has produced a new 
lubricant, which does not spread on steel, 
brass, and jewel surfaces of a watch. 
It has satisfactory lubricating proper- 
ties, is resistant to oxidation, does not 
corrode, and possesses a low rate of 
evaporation. It also exhibits a high vis- 
cosity index and low pour and solidifica- 
tion temperatures. The new lubricant is 
recommended for use in various types 
of precise mechanisms for which oil with 
the properties described is required.” 

It was also announced at the meeting 
that the first H.I.A. educational bulletin 
is ready for distribution. This bulletin 
contains the first five articles on “Prac- 
tical Modern Matchmaking” by Howard 
L.. Beehler, president of the H.I.A., which 
appeared in the Jeweers’ Crrcurar- 
Krystone from November, 1940, to 
March, 1941. The bulletin also includes 
technical data and servicing information 
from the Elgin, Waltham and Hamilton 
Watch Cos. 

Honorary membership in the H.I.A. 
was conferred on T. Albert Potter, presi- 
‘dent of the Elgin Watch Co., and Capt. 
John F. Hellweg, superintendent of the 
U. S. Naval Observatory, for out- 
Standing contributions to the advance- 
ment of horology. 

Henry W. Von Unruh, Cincinnati, 
ANRJA president, admonished the 
watchmakers against being too serious in 
their contacts with customers. “Smile 
once in a while,” he said. “Keep the cus- 
tomer in good humor, even if you are 
Just talking to him about repairing a 
watch.” 

A_ resolution was passed expressing 
the Institute’s thanks and appreciation 
to the Jewerers’ Circutar-Keystrone for 
its cooperation in publicizing the activi- 
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ties of the H.LA. Also adopted was a 
resolution thanking the ANRJA for its 
cooperation. 

Howard L. Beehler, of the Hamilton 
Watch Co., Lancaster, Pa., was renamed 
president. The other officers, who, like- 


Howard L. 
Beehler, who 
was reelected 

H.1.A. President 





wise were reelected are: First vice-presi- 
dent, Frank D. Urie, Elgin, Il.; Regional 
vice-presidents, Ist Area, Jean IL.. Roeh- 
rich, New York City; 2nd Area, George 
J. Wild, Peoria, Ill.; 3rd Area, S. George 
Cochron, Nashville, Tenn.; 4th Area (not 
named); 5th Area, Stanley A. Pope, San 
Francisco, Cal.. and 6th Area, Roland C. 
Wilson, San Diego, Cal., and treasurer, 
Fdward H. Hufnagel, Mt. Vernon, N. Y. 

Milton Manby, Lancaster, Pa., was 
named to replace Frank C. Beckwith, 
also of Lancaster, on the executive com- 
mittee. The other two members, John J. 
Bowman, I ancaster, and Fred G. Gruen, 
Cincinnati, O., were reelected. 

New members of the advisory council 
are Charles L. Jons, New York; Milton 
Manby, Lancaster; Howard Schrantz, 
Cleveland, O., and H. C. Holt, Phila- 
delphia. 

President Beehler announced the fol- 
lowing appointments: Ralph E. Gould, 
Washington, executive secretary; Alfred 
S. Rowe, Indianapolis, chairman Certifi- 
cation committee; Albert Spletter, Wash- 
ington, chairman Examining Board: John 
J. Bowman, of the Bowman Technical 
School, Laneaster, Pa., and Technical 
Editor of the Jewrerers’ Crecvriar-Key- 
stone, Chairman of Educational commit- 
tee; Jean L. Roehrich, New York. chair- 
man Board of Awards, and Robert 
Franks. Philadelphia, chairman Historical 
committee. 


39 Marine Chronometers Were 
Imported in First 3 Months of 1941 


With the United States entirely de- 
pendent, up until now at least, upon 
foreign imports for marine chronometers 
—the superior timepieces necessary for 
navigation at sea—figures showing such 
importation are of considerable interest. 

During the first three months of the 
current year, the U. S. imported 39 such 
standard marine chronometers having 
spring detent escapements. They were 
worth $6,911. Switzerland supplied 25 
valued at $5,114, and the United King- 
dom 14 valued at $1,797. 

During the same period of 1940, we 
imported 24 such instruments from the 
United Kingdom. They were valued at 
62,919. 


This "Stop" Sign Stops 'Em 

Hayman’s, jewelers, S. Salina St., 
Syracuse, has found a novel advertising 
scheme. They stationed a miniature traf- 
fic cop, made on a cardboard poster, in 
their window, with the wording “Stop” 
in huge letters, followed by “Stop here 
for the biggest values in jewelry.” 








American Gem Society 
Committees Announced 


Recently announced American Gem 
Society committees are as follows: 

INTERNATIONAL Commirree — John S. 
Kennard, C.G., Hodgson-Kennard & Co., 
Inc., Boston, chairman; C. I. Josephson, 
C.G., C. I. Josephson, Moline, IIl., vice- 
chairman; Russell B. Scheer, R.J., E. J. 
Scheer, Inc., Rochester, N. Y., secretary ; 
C. D. Peacock, IIl, R.J., C. D. Peacock, 
Inc, Chicago assistant secretary; Nolte 
Ament, C.G., Geiger & Ament, Louisville, 
Ky.; William G. Bromberg, R.J., Brom- 
berg & Co., Birmingham, Ala.; Charles 
Q. Ellis, Birks, Ellis, & Ryrie, Ltd., 
‘Toronto, Canada; Edward F. Herschede, 
C.G., Frank Herschede Cw., Cincinnati, O. ; 
P. K. Loud, Wright, Kay & Co., Detroit, 
Mich.; Kenneth G. Mappin, R.J., Map- 
pin’s, Ltd., Montreal, Canada; William 
H. Schwanke, R.J., Schwanke-Kasten 
Co., Milwaukee, Wis.; R. J. Schwartz, 
R.J., Henry Birks & Sons, Ltd., Halifax, 
Nova Scotia; Kenneth I. Van Cott, Mar- 
cus & Co., New York, and John W. 
Ware, C.G., San Diego, Cal. 

INTERNATIONAL CERTIFICATION Boarp-— 
Carleton G. Broer, C.G., Toledo, O., non- 
voting secretary. 

INTERNATIONAI. NOMENCLATURE Com- 
mitreE—E. N. Smith, C.G., Birks, Ellis, 
Ryrie, Ltd., Toronto, chairman; H. B. 
Macomber, C.G, Shreve, Crump & Low, 
Boston. Mass., vice-chairman; J. B. Wiss, 
C.G.. Wiss Sons, Inc., Newark, N. J., 
secretary, and W. H. Meyer, C.G., J. B. 
Hudson, Minneapolis, Minn., assistant 
secretary. 

Dramonpb Importers Apvisory Group— 
Henry I. Jacobson, Jacobson Bros., 
chairman; George Kaplan, Lazare Kap- 
lan, Walter Lehman, Ejichberg & Co., 
and Robert O. Veit, Miller & Veit, all of 
New York City. 

JEWELER MANUFACTURERS ADVISORY 
Grovp—Hans J. Bagge, C.G., J. Milhen- 
ing, Ine., Chicago, Ill., chairman; Stan- 
ley Church, Church & Co., Newark, 
N. J.; Arthur W. Muller, C.G., J. R. 
Wood & Sons, New York, N. Y.; Mau- 
rice Spain, Larter & Sons, Newark, N. J. 
and M. E. Vedder, Traub Mfg. Co., 
Detroit, Mich. 

INTERNATIONAL ADVERTISING Com™MIT- 
rer-—Martin R. Mager, C.G., Buggs, Inc., 
Jackson, Mich., chairman; Orrin Sieg- 
fried, R.J., P. A. Freeman Co., Allen- 
town, Pa., vice-chairman; E. F. Wright, 
R.J., Wright, Kay & Co., Detroit, Mich., 
secretary, and Paul Monohon, Krementz 
& Co., Newark, N. J., assistant secretary. 

INTERNATIONAL MANUFACTURERS, Im- 
PORTERS, AND JOBBERS COMMITTEE — W. 
Waters Schwab, J. R. Wood & Sons, New 
York, chairman; Hubert Fischer, Chicago, 
vice-chairman; Maurice Spain, Larter & 
Sons, Newark, N. J., secretary, and Ralph 
Milhening, J. Milhening, Inc., Chicago, 
Ill, assistant secretary. 

INTERNATIONAL GRADUATES COMMITTEE 
—S. J. Tyack, C.G., Shreve, Crump & 
Low, Boston, chairman; Karl G. John- 
son, C.G., S. Jacobs & Co., Minneapolis, 
vice-chairman; Milton F. Gravender, 
C.G., Minneapolis, secretary, and Ed- 
ward Wigglesworth, Ph.D., C.G., Boston, 
assistant secretary. 

INTERNATIONAL MemBerRsHIP COMMIT- 
reE—H. V. Paul, C.G., Wiss Sons, Inc., 
Newark, N. J., chairman; J. J. Taylor, 
R.J., Henry Birks & Sons, Ltd., Hamil- 
ton, Ontario, vice-chairman; James G. 
Donovan, Jr., R.J., Los Angeles, Cal., 
secretary, and William O. Theis, R.J., 
Webb C. Ball Co., Cleveland, O., assis- 


tant secretary. 
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CALVIN KENDIG NAMED OPM DIRECTOR FOR HOME DISTRICT 
Hamilton Watch Rushes New Buildings to Meet Swelling Orders and Defense 





to the factory; right, the new office building. Space formerly occupied by the office in the 
old building will be added to manufacturing facilities. 


Almost simultaneously with the ap- 
proval of a $350,000 factory expansion 
at the Hamilton Watch Co., Lancaster, 
Pa., came the appointment of Calvin M. 
Kendig, president of the company, as 
director of the Lancaster Regional OPM 
office. 

The building operation calls for a new 
four story office building and a four story 
and basement factory wing. ‘These are 
to be completed this year and will pro- 
vide 51,480 sq. feet for added production. 
The company has been asked to make a 
variety of high precision timing devices 


C. M. Kendig, 
president, Hamilton 
Watch Co., who has 
just been named di- 
rector of OPM for 


Lancaster region. 





for the government. The enlarged facili- 
ties, it is believed, will expedite this de- 
fense work and also permit the continued 
manufacture of regular Hamilton watch- 
es to meet the demands of the retail 
jewelry trade. 

Lancaster is one of the 15 sub-districts 
in the Third Federal Reserve district, 
operating out of Philadelphia and under 
the direction of Dr. Thomas Gates, presi- 
dent of the University of Pennsylvania. 


Mr. Kendig will soon announce both the 
site of the local OPM headquarters and 
his assisting regional committee made up 
of a group of prominent Lancaster in- 
dustrialists. 

The functions of the regional commit- 
tee are detailed as follows: 

(1) To assist prime and sub-contrac- 
tors in securing financing for plant facil- 
ities and working capital. 

(2) To provide and exchange informa- 
tion regarding contracts which have been 
let. 

(3) To provide information on orders 
on which bids will be requested by the 
Army, Navy and Maritime Commission. 

(4) To secure information as to pro- 
cedure on priorities, on specifications, on 
forms, etc. 

(5) To receive information on plans 
and procedures pertaining to all ques- 
tions of finance. 

(6) To provide free engineering ser- 
vice to help contractors, to assist group 
bidders, and to assist in expediting un- 
usual situations. 

“Production for defense is the most 
critical thing facing a free American to- 
day,” Mr. Kendig said. “We have but 
one objective, and that is to get every 
available plant and machine, regardless 
of size or location, into production of de- 
fense materials. We want to help the 
smaller plant owner to get in touch with 
the proper authorities so that they can 
put every available piece of machinery 
into defense production. 

“We who are heading up the activity 
are honored to be picked for such an 
important undertaking, and we have but 
one objective and that is to produce for 
defense. This is a serious business.” 





Handy & Harman Elects Officers 


At the organization meeting of the di- 
rectors of Handy & Harman held April 
29, the following officers were re-elected: 
Cortlandt W. Handy, chairman; G. H. 
Niemeyer, president; R. H. Leach, vice- 
president; H. W. Boynton, treasurer; 
H. W. Spaulding, secretary. Judson C. 
Travis continues as assistant to the pres- 
ident; R. F. Drew, manager, Providence 
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plant; F. L. Spies, manager, New York 
plant. F. C. Jones, formerly assistant to 
J. C. Travis, was appointed manager of 
the Bridgeport, Conn., plant. J. L. 
Christie was appointed metallurgical 
manager. J. W. Colgan, manager of the 
Toronto, Canada, plant (subsidiary), 
will become sales manager of the parent 
company. 

At the organization meeting of Handy 
& Harman of Canada, Ltd., held the 








same day, the following officers were re- 
elected: G. H. Niemeyer, president; R, 
H. Leach, vice-president; H. W. Spauld- 
ing, secretary-treasurer. Thomas H., 
Gallagher, formerly in charge of the 
Chicago sales office of the parent com- 
pany, was appointed assistant treasurer 
of the corporation and manager of the 
Toronto, Canada, plant. 


More Ads for Croton Watches 

The biggest national advertising cam- 
paign ever staged for its “Aquamatic” 
watch has just been announced by Cro- 
ton Watch Co., New York. In addition 
to insertions already made in Popular 
Science, National Sportsman, Army and 
Navy Journal, and Our Army, the Sat- 








Charles (Gabby) Hartnett, catcher for 
the New York Giants and former manager 
of the Chicago Cubs, wears his Croton 
"Aquamatic" while warming up a pitcher. 


urday Evening Post and Esquire will be 
used in June and July. 

Keynote of the campaign is the slo- 
gan: “On the wrist—off the mind,” the 
“Aquamatic” being a self-winding, auto- 
matic, waterproof, shockproof, non-mag- 
netic watch. 

The increase in its national advertis- 
ing is due to the sharp jump in “Aqua- 
matic” sales throughout the country, the 
company reports. The watch is priced 
at $37.50, and is worn by many promi- 
nent and popular personalities in the 
sports world. 


Bulova Adds More Radio Stations 


Several more radio stations have been 
added to the already large list broad- 
casting the famous Bulova time signals, 
the company announces, bringing the to- 
tal to 203, with the total number of 
broadcasts now amounting to more than 
300,000 a year. The total combined wat- 
tage of these stations, Bulova states, is 
more than double that of any two major 
radio networks combined. 

Surveys by Advertising Age and Sales 
Management magazines show the Bulova 
Watch Co. to be America’s largest user 
of radio spot announcements, with an 
annual expenditure of over a million 
dollars for this form of advertising. 

Currently, these broadcasts are stress- 
ing the new Bulova military watches 
which retail from $24.75 to $49.50. To 
help the dealer tie in locally with this 
campaign, window display material and 
ad mats are available upon request. 





THE JEWELERS’ CIRCULAR-KBYSTONE 








Parker Pen to Use "Whispering 
Campaign” Technique in New 


Advertisements 


Once in a blue moon an advertiser or 
his agency hits on a promotion method 
so outstanding and unusual that it makes 
everyone immediately sit up and take 
notice. Such a promotion is the adver- 
tising campaign being used to introduce 
the new Parker “Invisible Point” pen, 
in which neither the product nor the 
maker are identified. ; 

The new pen is of radically different 
design and construction to prevent 
smudging and leakage, and uses a new 
kind of ink that dries as fast as it 
writes. 

First unique step in the program was 
to prevail upon retailers not to adver- 
tise the new model, which is known as 
the “51.” Second step was to take advan- 
tage of the exceptional word of mouth 
advertising resulting from people who 
have already bought the new pen and 
are demonstrating it, with its quick- 
drying ink, to astonished friends. 

Third step is a series of advertise- 
ments in class publications on a wholly 
new copy technique, in that neither the 
name of the product nor the manufac- 
turer are mentioned. However, the pen 
is illustrated and people are pictured in 
groups below it, discussing its many 
novel features. The theme is set forth 
in one of the captions: “It Has Every- 
body Talking.” 

As the ads appear, dealers receive 
large blow ups for their windows to 
bring customers into the store. Name of 
product and maker are still not revealed, 
but a line of bold type says: “Come in 
and See It.” 

The Parker “51” pen is in a_ price 
bracket ($12.50 and $15) separate from 
other Parker models ($2.95 to $10), and 
several months’ actual sales experience 
has shown there is no interference be- 
tween the two price groups. Parker’s 
strategy is to stack the “51” business on 
top of the pen and set business which 
Parker already enjoys. 





Mido Watch Dines Distributors 


Pierre L. Poffet and Henry L. 
Schaeren, Jr., Mido Watch Co. execu- 
tives, tendered a dinner at Billy Rose’s 
Diamond Horseshoe, New York, to Mido 
distributors in the United States. 





Pictured above are the guests at table 
with their two hosts. Left to right, they 
are: Ben De Frece, De Frece Watch Co., 
Inc.; Julius Dinhofer, Adams Watch, 
Inc.; Morton Ollendorff, Ollendorff 
Watch Co., Inc.; Dick Kitzinger, De 
Frece Watch Co., Inc; Henry Schaeren, 
Jr. Mido Watch Co.; Stanley Moser, 
Aisenstein-Woronock & Sons, Inc.; Wil- 
liam Ansen, Aisenstein-Woronock & 
Sons, Inc.; Pierre L. Poffet, Mido Watch 
Co.; Edward L. Morris, Norman M. 
Morris, Inc.; Norman M. Morris, Nor- 
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MARCUS & CO. DISPLAY SILVER FOF FIRST TIME 





As announced last month in this publication, the Fifth Ave. jewelry store of Marcus & Co. 
has altered its traditional policy of handling only jewelry items by installing a new silver 
salon for the sale of fine sterling flatware and hollowware. 

Pictured herewith are the first table setting display in the new department (left), and the 
first Marcus window display of silverware (right). Both feature the new "Grande Baroque” 
pattern of sterling recently introduced by Wallace Silversmiths. 





man M. Morris, Ine.; Louis Aisenstein, 
Aisenstein-Woronock & Sons, Inc. 

Immediately after the dinner Mr. Pof- 
fet returned to South America where he 
is in charge of the Mido Watch Co. in- 
terests. Mr. Schaeren remains in the 
United States. 

Earlier this year arrangements were 
completed whereby the exclusive distri- 
bution of Mido watches in the United 
States was placed in the hands of the 
five wholesale firms represented above. 
An extensive national advertising cam- 
paign was authorized, the initial adver- 
tisements now appearing in Collier’s, Life 
and Esquire. It is reported that Mido 
sales have been stimulated tremendously. 





Omega Again Wins "Kew" 
Competition 


With a rating of 97 marks out of a 
possible 100, a pocket watch submtited by 
Omega Watch Co., Geneva, Switzerland, 
took first place in the famous Class A 
test in the annual watch trials conducted 
by Britain’s National Physical Labora- 
tory. This test is recognized throughout 
the world, is open to international com- 
petition, and publication of the results 
is always awaited with interest by horol- 
ogists the world over. , 

Omega watches now have won top 
place in seven of the last eight of these 
annual competitions, with ratings that 
never fell below 97 marks. In 1936 the 
company set an all-time high in this in- 
ternational contest with a rating of 97.8. 

The customary detailed annual state- 
ment of “best” performances” has not 
been issued in connection with the 1940 
trials. A statement issued by E. V. Ap- 
pleton, director of the National Physical 
Laboratory, after giving 1940 results, ex- 
plains: “Owing to prevailing conditions 
it has been decided temporarily to dis- 
continue publication of the detailed re- 
ports. It should, of course, be under- 
stood, however. that the I aboratory will 
continue to undertake tests of timepieces 
as required, in all the usual categories.” 

In addition to heading the watches in 
Class A it is reported that four other 
watches submitted by Omega, which 
were of the wrist type, secured the best 
results so far ever recorded for such 
watches, being given ratings of 88.9, 89.2, 
89.3 and 90.5, respectively. Previous high 
mark for a wrist watch at the Laboratory 
was 87.6. 





Columbus Show Case Co. 
Designs and Makes New Type 
Display Feature for Elgin 


An attractive and out of the ordinary 
new display feature for showing watches 
has been created by the Columbus Show 
Case Co., manufacturers of store equip- 
ment, for the Elgin National Watch Co. 

Fronted with a one-piece curved glass 
panel, the fixture, which is shown in the 
accompanying picture, has a drop hinge 





rear door on which watch cases are held 
as if on shelves by special clipped brack- 
ets. The bottom of the case is covered 
with dark velvet and the top is equipped 
with an architectural bronze reflector 
concealing a fluorescent light tube which 
both illuminates the interior of the case 
and edge lights the sign at the top, on 
which the Elgin name is sand-blasted. 
The slogan, “Time From the Stars” ac- 
companied by a sketch of the Elgin Ob- 
servatory is also sandblasted at the bot- 
tom of the front glass. 

Dimensions of the case are 24 inches 
long, 19 inches high, including the sign, 
and 8% inches deep from front to back 
—a size sufficiently compact to make the 
fixture suitable for use in a wide variety 
of locations throughout the store. 





Noted Jewelry Designer 
Launches New Service 


Sol Kaufman, well known jewelry 
stylist who for the past several years, in 
addition to executing special commis- 
sions for manufacturers, has edited and 
published the monthly design bulletin, 
Gem Creations, has withdrawn from that 
association and is launching a new de- 
sign service to be known as “O’Kaye 
Creations.” 
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The new service is to be _ issued 
monthly and will consist of 25 original 
photographs each month of new and 
striking designs created by Mr. Kauf- 
man for all types of jewelry—a total of 
300 a year. These will be mailed to sub- 
scribers in file-cabinet-size folders. The 
price will be $10 a year. 

Mr. Kaufman is the creator of the de- 
signs now appearing monthly in Jewer- 
ERS’ CircuLar-Kreystone—See page 73 
of this issue. He recently joined forces 
with R. M. Jordan, formerly sales mana- 
ger of Ostby & Barton Co., to form the 
Kaye-Jordan Co., sales and design con- 
sultants, and “O’Kaye Creations” is to 
be one of the activities of the new firm. 

Offices of the company are located at 
87 Weybosset St., Providence, R. I., 
and 36 W. 47th St., New York. 


Longines Watch Times New World's 
Record Flight by Helicopter 


John P. V. Heininuller, president of 
Longines-Wittnauer Watch Co., Inc., and 
chief timer for the National Aeronautic 
Association, had the pleasure of acting 
as Official timer on the occasion of the 
recent setting of a new world’s record 
for sustained flight of a helicopter. 

The new world’s record performance 
which was widely pulicized in the daily 
papers, was made by Igor I. Sikorsky, 
designer of the helicopter, who stayed 
aloft 1 hour, 32 minutes and 30 seconds, 
breaking the previous world’s record 
which had been held in Germany, by 
nearly 12 minutes. 

The value of this strange looking de- 
vice, which the accompanying photograph 





shows as it appeared in the air while 
setting this endurance record, lies in the 
fact that it is able to hover in one spot 
without moving, for extended periods of 
time, which makes it useful for military 
observation work. In fact, during the 
entire endurance performance, the area 
covered by the machine was no larger 
than that of a tennis court and most of 
the time it remained virtually motion- 
less. 

The helicopter takes off vertically 
from the ground instead of in a long 
slanting flight like the conventional air- 
plane, and also alights in the same fash- 
ion, thus enabling it to take off from and 
land upon areas only a few feet in ex- 
tent—another feature which adds to its 
value in military use. 

Mr. Heinmuller, needless to say, used 
a Longines in recording the flight. 
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Arde Bulova Lunches 
N. Y. Fund Committee 


On May 13 in the Jansen suite of the 
Waldorf-Astoria Hotel, New York, Arde 
Bulova, chairman of the Board of the 
Bulova Watch Co., tendered a luncheon 
to 85 prominent members of the jewelry 





Arde Bulova, left, chairman of Bulova Watch 

Co., chats with James A. Farley at the 

luncheon given by the former in behalf of 
the Greater New York Fund. 


industry in behalf of the Greater New 
York Fund. The guest of honor and 
principal speaker was James A. Farley, 
former Postmaster General and chair- 
man of the Democratic National Com- 
mittee, who spoke in behalf of the drive, 
and urged whole-hearted support of it 
by New York businessmen. 

Though no solicitation was made at 
the luncheon for funds, over $30,000 was 
voluntarily and spontaneously con- 
tributed by the guests, some 75 of whom 
organized themselves as a committee to 
solicit further contributions from the 
jewelry industry of the Greater City. 

The prompt and enthusiastic coopera- 
tion between Mr. Bulova and his guests 
is characteristic of the public-spirited 
citizenship which inspires the jewelry 
industry of New York City. 


Community Plate Swings Into 
Spring Campaign "For Brides" 

Five specials feature the new Commu- 
nity Plate campaign to help dealers sell 
the May and June brides. 

First and foremost is a new  table- 
chest. In addition to being an antitar- 
nish container, fitted with protecto-panes 
for display use, this table-chest offers ex- 
tra value to consumers since it can be 
used as an occasional table as well for a 
lamp, magazines, books or flowers. This 
table-chest with a 62-piece service for 
eight retails for $64.75. 

Feature number two is a permanent 
six-way electric “floodlight” sign—which 
is given free to every store that orders 
one or more of the new table-chests. This 
sign can be attached to the front of any 
Community Plate chest, the back of it 
being cut away so that the silverware is 
powerfully floodlighted. Dealers who 
are alert to the value of maximum night- 
display can use this sign and the table- 
chest to add an extra window to their 
stores by placing the table-chest about 
a foot from the front door when locking 
up for the night. The silverware is beau- 
tifully flocdlighted for evening shoppers 
to see and the shelf on the table-chest 
can be used to display a piece of hollow- 
ware. The sign can also be used alone 
inside the counter. 

Feature number three is a “bride's 





special” cake fork in the “Milady” pat- 
tern. This is an entirely new piece with 
gracefully tapered tines, and retails for 
only $1. With each dozen of these forks 
comes a free “bridal cake” display for 
window or counter use. F 
Features four and five are the Selling 
helps provided by a double page spread 
in full color in the May 19 issue of Life 
magazine, featuring four brides dressed 
in gowns named for leading Community 
Plate patterns, and a three-way display 
card furnished with every “vogue chest,” 
reproducing the Life advertisement. 


Big Sales Increase By 
Manning-Bowman 


An increase in Manning-Bowman sales 
of 88 per cent for the first four months 
of 1941 as compared with the like period 
of last year has been announced by A, L. 
Wilkinson, vice-president in charge of 
sales and advertising. The company 
manufactures a complete line of electric 
appliances and giftware. 

Sharing generously in the increased 
volume were the products covered by the 
company’s fall and = spring advertising 
program. This program has been so suc- 
cessful, Mr. Wilkinson stated, that it is 
to be enlarged greatly during the balance 
of this year, both trade papers and na- 
tionally circulated consumer publications 


W. R. Freeman, new- 
ly appointed Asst. 
Gen. Sales Mar. of 


Manning-Bowman 





being scheduled to carry the company’s 
messages. ; 

Appointment of W. R. Freeman, assis- 
tant general sales manager, to supervise 
the company’s advertising and sales pro- 
motion was also announced by Mr. Wil- 
kinson. J. 1. Magro, with a background 
of agency experience in New York, will 
assist Mr. Freeman. 


New "Barbecue Set'’ Should Be 
Popular 


A new item that should have worth- 
while possibilities for jewelry stores is 
the eight-piece set of fine cutlery just 
brought out by Lamson & Goodnow 
Mfg. Co., Shelburne Falls, Mass. 

Named the “Barbecue Set,” the eight 
pieces comprising it are specially de- 
signed to take care of every cutlery 
need at the outdoor barbecue, steak roast 
or picnic, with three knives of assorted 
shapes and sizes, two large steel roasting 
forks (one 22 in. long), stainless steel 
spoon, spatula and flap-jack turner. 

Made of the finest steel, beautifully 
finished and with rosewood or natural 
maple handles, the set, which includes a 
holder rack and is handsomely boxed, 
should be a natural for everyone who 
likes outdoor meals. 

With the maple handles it retails at 
$9.95, and with rosewood at $13.50. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











INDEX TO ADVERTISEMENTS 


me Watzh Co. ......eseeeee- 121 
ioe I., & Sons, Inc. ........ 125 
American ‘Jewelers Bureau, Inc.. 69 
American Time Products, Inc.. 130 
Anthony, J. L., & Co.... . 36 
Arch Crown Tag & Stamping Co. 114 
Aristo Import Co., Inc......... 119 
Art Metal Works, ; usta ~ 
Art Plating Works........ iene oa 
Automatic Chain Co............ 34 
Haden @ POG, MCs ...00< 65 -s0ss 20 
Males a CO, WMG. csv eecs cwne 
IBA OOOIN, sigan dads cckeune 28 
Bates, C. J., & Son.......eeeees 93 
Bechtel, Joseph B., & Co., In:.. 116 
Becker-Heckman Co. Titi A eiverelar & wie 120 
Blackinton, B., & Co.......... . 105 
ete, TD. 6 ec ke ec wuenes 126 
Bowman Technical School ...... 116 
OR, BAN ok eee a Kesecie wee ws 86 
Bradley Polytechnic Institute... 130 
Braunfeld & Mehlman.......... 113 
SD Me rere 28 
Bristol Seamless ning Coc... .<. 11 
ee eee 116 
Brown @ Mille ....6. 0660+ woe 109 
Braner-Ritter, Tne. «2... <2... 66 9 
Brussel, A. Stanley ......6... 98 
Buffalo Machine Mfg. Co...... . 119 
Bulova Wateh Co..........6 16, 17 
Cave AG, IBiGs. occ eee ceree sin Baum 
Castleton China, Inc......... «a BOE 
Central Watch Co. ........ 120 
Central Watch Materials & Sup- 

OP Mi MN 6 kde beeen dens 116 
Chase Rand COB ee eine henner 80 
Chicago Gift Show ............ 95 
Chinese Gems Co., Inc........... 114 
Charch & Ge. occ kcews eewnes 78 
Cooke, Dunbar & Smith Co.... . 36 
Cooke, E. N., Plate Co.......... 36 
Cooper, Jos. B., & Son, Inc...... 86 
Copeland & Thompson, Inc...... 98 
ICM OOR ockrevtie twin kinebiee- area 114 
DeBeers Consolidated Mines, Ltd., 

and Associated Companies.... 65 
Dee, Thomas J., & Co... css 90 
Dimes, Richard, Co... . «<0. .6s6. 125 
Doskow, Leonore ........... -. 115 
DOWDPAVA ©€O: 2 osc ccsecincsccses 113 
Eastern Mfrs. & Importers Ex- 

PNERNG MR oh ols ohn sw) Se terecar ae ola 95 
Elgin Watchmaker’s College.... 117 
Engel, J., @ Co., Ins... <e0<s 00 118 
Enright-Le Carboule-, Inc. ..... 127 


Eterna Watch Co. of Ameri-a,Inc. 26 


OT a arr ae 97 
Exchange Watch Repair Co..... 115 
Felsenfeld, Jack J... .. ....... 115 
Finkelman, || > See 120 
Finland Ceramics & Glass Corp.. 126 
Pigner. 0. Mi (©0vs. dace ssees 89 
Forstner Chain COR ce. << gomoas 13 
Friedlaender, Belmuth. & —-* 
DAU ING... sda ao ccdwaees 126 
Friedman Gem Co., Inc.......... 113 


Fuller, George H., ’& Son Co.... 120 


CoS a) ae ee Sener 27 
General Plate Co...... 36 
Gerwe-Frohman Co. .......... 124 
Gold Filled & Rolled Gold Plate 
OU alsa. de ie Sasa warn oherkiotelais 36 





SS oo cenceeacunass 128 
oo ey ne 83 
Graff, Washbourne & Dunn..... 113 
SN Tis ons oe deundinaws 122 
Greenwold-Grift Co. ........... 124 
Gruem WateR Car. .c.cciecsvcs 38 
Gurfein, Louis, & Son..... 75 
Haviland, Theo., & Co., Inc...... 127 
Hawkes, T. G., & Co..... 0.220%: 127 
Heinrich & Winterling, Inc...... 126 
Hertel, Wm., & Co., Inc......... 115 
Heyman, Oscar, & Bros., Inc..... 74 
Se a eer re 36 
Hrortem Amgell Co... ..6-scceees 36 
Imperial Pearl Syndicate....... 69 
Improved Seamless Wire Co..... 36 
International Silver Co......... 4 
Jacoby-Bender, Inc. ...........-- 21 
Jacobs, D., Some Co... osccess: 124 
es 2 ee ree 72 
Kastenhuber & Lehrfeld........ 128 
Matz & OQauash,. Wie:. .. ...<<.0ss. 3 
errr Te 97 
Kestenman Bros. Mfg. Cees aercies 35 
1 eee re ere 123 
Kirk-Rich Dial Corp............ 121 
Mien: Br6es €Os. n/a cmecwews ~ 1%4 
RO CNNNIG We NEM a acta s wica se asae ears 118 
Koscherak Bros., Inc. .. ......- 126 
eee Bee Cin sca -saweesen 114 
Kreisler, Jacques, Mfg. Corp...14, 15 
Lasko Strap Co.......... ee tew tae 
Lome Garner... «6c ccccccce. 36 
Lees & Sanders, Ltd............ 130 
DOUGH WIGS e.k d:e:0:chelee alex os eerets 127 
Le Stage Mile. Co: 2.0. cicccecce 18 
Leys, Christie & Co............ 113 
Eiledionf, Helel: . oe: oc. scccccces 117 
Lindemann. W. Becks: icccenses 126 
DUG Ge ROGRE o ewok screw corns 124 
Longines-Wittnauer Wat-h Co., 
MOS, © ara sieraiy Rae hie eae eae 
Makepiece, D. E., & Co......... 36 
Manchester Silver Co........... 117 
Mandelbaum, Jacques, Inc...... 112 
MamtathOne Ci. occ eck cam cawe denn 8 
Massachusetts School of Optome- 
GUANO. ca re 2D eau seats 25 
McCalls’ Magazine ............ 85 
MeHae & SHaw:...<.....26e8 0% 121 
Meakin & Ridgway, [1 eee 126 


Meller, Adolph, Co... .. 
Michigan Dial Refinishing Co...-. 120 
Mibimoto, Bi, Ine cc ccc ceiees 63 
Miller, Clifford A., & Co., Inc.... 108 


Moed, Theodore 2... ..2..<sece 114 
Morris, Norman M., Watch 
CUMS siesureutaeceawesesens 29, 113 
Nathan, S:, @ Co., Ins... 2.2... 81 
National Jewelers’ Mutual Fire 
Insurance Coz... 2. cccccu ccc 123 
Newall Manufacturing Co....... 121 
Noble, F. Hi, @ Cai... ..ccccces 120 
Nye, William F., Ine....... 130 


Oneida, Ltd.,..6, Outside Back: Cover 
Ostby & Barton Co., Ine., 
Inside Front Cover 


Percival, D. C.,.@ Cows .. cicieas 125 
Philadelphia College of Horology 116 
Pioneer Watch Case Co., Ine..... 25 


Pitcairn, Wm. S., Corp.......... 126 
Pittsburgh Plate. Glass Co. 
Inside Back Cover 


Queen City Buckle Mfg. Co..110, 111 


Racine, Jules, & Co., Inc........ 99 
Reed & Barton Corp. ONG ica 117 
i, RE) a eer ee 120 
Rich, Jos. yw acta Wolke ita aia ae 114 
Richards, We i Oe i aviceenees 125 
Richheimer, Jerome .......... 72 
Rosenthal & Kaplan........... 76 
Royal Dial & Refinishing Co..... 115 
Sater, Ay Gite. 2s 26s 6% ean 1 
Schick, Harry C., Ine........... 119 
ONIN -MRONS 6 4s ees ceemwnes aan Gael 
Schrager, H. M., & Co., Ine...... 80 
Nellie As Gis Coe eos cec cd ceains 118 
Sehumer Bros. Co.............. 108 
Seymour Mie. Cai... ..csccac. 125 
Shiman Mfg. Co., Inc............ 10 
Se NS RAMEN oo dn ginceadaweunadwe 116 
Sickles, M., & Sons Co., Inc...... 116 
SIR WCUINNIR s a65 5 ev ciciawenacudeeas 121 
Simmons, BR. BP... Cais ossseces. 30, 31 
Simonse Brass Cok: < x. oc. .c i cecees 113 
SIONGH IORGIIE® o 5 nivewsawene 115 


Smith, L. C., & Corona Type- 

writers, Inc. 
Smyth, Albert S., Co., Inc....... 118 
Special Notices, 


@eeee-eteeeesere 


134, 135, 136, 137, 138 
2 


Speidel Corp. pn re are ; 

Stanek, Thomas apap 121 
Stein & Ellbogen Co., In:.. ey i 
Steen. EB. ve Giese cose cama desea 36 
Stern, Louis, Ce. ........ rr 
Stern, Max. @ Cis... scca se seivcs 114 
Straub, Paul A., & Co., Inc...... 126 
Surnamer, S. J., Co......... a sa ee 
Serre Oe Cakes 5 os ieee ee eemndnes 120 
Tharaud, Justin, Ine.:.......... 126 
Tuttle Silver Co., Iie... 206.5. 125 
Union Plate & Wire Co.......... 36 
Untermeyer, Robbins, & Co...... 19 
Uptown Hairspring Service..... 114 
WU. Si J@weee Gee < 6c css iccasuss 118 
Van Dell Co...... eeeere se eer | 
Vartanian & Sons............ . 108 
Venerbeck & Clase Co.......... 36 
Vernon-Benshoff Co. ........... 122 
W. & H. Jewelry Co., Ine........ 32 
Wadsworth Watch Case Co...... 79 
Walle Ay he Cie nnd wadace wise: 36 


Want Advertisements, 

134, 135, 136, 137, 138 
Warren-Telechron Co. ......... 101 
Wedgwood, Josiah, & Sons, Inc. 126 


Weksler & Goodman, In>..... .. 92 
Wells Manufacturing Co........ 117 
Vio eg ee 122 
Western Tray & Case Co........ 124 
Whitelaw Brothers ............ 113 
Winston, Harry, Inc......... ae 
Wolfsheim & Sachs, Inc.... 106, 107 
Wonder Chemical Co....... ... 122 
Wood, J. R., & Sons, Inec......... 5 
Westnet, TP soc cccccvseess 77 
ett TES ses wie hares 117 
PaUGM, We ss 6éke a kaaens . 116 





FOR JUNE, 1941 











"INVESTMENT" AGAIN 


We Hap A Few words to say on this topic several 
months ago, but apparently they need to be said again, 
in view of one or two things we have noted recently in 
the daily press. 

We refer to the ill-advised efforts of a few mis-guided 
jewelers who, with more enterprise than honesty, are 
trying to sell diamonds to the public as an “investment.” 

“Investment” means either income or opportunity for 

profit. We’ve never yet seen any diamonds with coupons 
attached which could be clipped and put in the bank. 
And as for opportunity for profit—just how is a man 
who pays the retail price going to turn around and sell 
that stone to a dealer for more than it cost at retail? 
- Diamonds are an investment in beauty, in pride, in 
satisfaction; and because they have permanent value, a 
reasonable amount of cash can always be obtained for 
them in an emergency. But that does not make them 
what the customer understands by “investment.” 

To sell them as such borders on sheer downright mis- 
representation that is unworthy of any reputable jeweler. 
Let’s have no more of it. 


TWO RINGS 


A WEDDING ceremony that was performed a few weeks 
ago, and that very likely you paid no attention to, might 
be made quite beneficial to your business if you take ad- 
vantage of it. 

The wedding was that of Deanna Durbin, who, in case 
you don’t pay much attention to the movies, is the cur- 
rent sweet young thing of the cinema-going public, and 
who on April 18 was married amid the fanfare and pub- 
licity appropriate to a reigning star of the motion 
pictures. 

The point of all this is that Deanna decided to have 
the double wedding ring ceremony for her marriage—a 
fact which was duly sent out over the wires by the news 
services and appeared in newspapers all over the country. 
Needless to say, it will also be properly immortalized in 
the many movie magazines, with total circulations way 
up in the millions, which are eagerly read each month by 
movie addicts. 

You yourself may be as profoundly uninterested in the 
private lives of movie stars as we are, but there are num- 
berless young women all over the country who avidly 
read every available detail of what these people do, and 
who pattern their own actions after them as closely as 
they can. 

You can bet that a lot of these young women are now 
going to want a double ring wedding, “just like Deanna 
Durbin’s.” A June window display featuring a picture 
of the happy couple, accompanied by a showing of 
matched wedding ring pairs for man and woman, with 
an explanatory display card, might help to make a good 
many sales of two wedding rings, instead of one. 
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ATTACKED AGAIN © 


THE DRIVE to repeal Fair Trade still marches on. 

Latest spokesman in behalf of throwing retailing wide 
open to destructive price cutting is Miss Harriet Elliott 
who is supposed to represent the consuming public on 
the National Defense Advisory Commission. 

Just what the Fair Trade principle has to do with 
national defense is not quite clear, but Miss Elliott, in 
a letter to Chairman O’Mahoney of TNEC, has taken it 
upon herself to second Asst. Attorney General Thurman 
Arnold’s proposal to repeal the Miller-Tydings Act. 

Strange how these government bureaucrats are so 
strong for regulation of everything when it’s the govern- 
ment that does the regulating, but so opposed to any 
effort on the part of business to regulate itself. 


BE SPECIFIC 


A MANUFACTURER of fine jewelry offers a suggestion 
that we think is well worth passing along to our readers, 

I’'requently, this gentleman says, 4 retailer in asking 
for a piece of jewelry on memorandum to show to a pros- 
pective customer will merely say: “Send me a star sap- 
phire lady’s ring of about four carats” ; or, ‘‘a three-carat 
diamond ring’; or, “I’d like a medium-sized diamond 
pin,” without giving any further information. 

A four-carat star sapphire may be worth much or com- 
paratively little, depending on the quality of the stone. 
Diamonds, as every jeweler knows, vary enormously in 
value according to quality, in addition to which a three 
carat may be emerald cut, a brilliant, or a marquise. And 
“medium-size diamond pin” may mean almost anything, 
depending on whose idea of ‘“‘medium” you take. 

In such a case the manufacturer doesn’t know how 
much the retailer’s customer wants to spend, and there- 
fore can only guess at what to send. Naturally, some- 
times he guesses wrong. The result is annoyance and 
delay for both the retailer and his customer, and perhaps 
the loss of a sale. 

Fortunately, these incomplete instructions are the ex- 
ception rather than the rule, but they do occur now and 
then. Retailers can help to assure themselves of getting 
the kind of service they desire if they will always be 
careful to include in their requests for goods on memo 
a mention of at least the approximate price they have in 
mind, and make their descriptions as specific as possible. 


Tre I. 


Editor 
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